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For DEPTH...DIMENSION... 
and DISTORTION... 





; Designed especially for TRICK PHOTOGRAPHY, from flat copy as well as from objects! 


- 


4 


Available with or without darkroom or accessories, the MODIFLEX is a ‘‘must”’ 
for Typographers, Art Services, Package Designers, Manufacturers of Cartons, 
Containers, Wraps, Labels, etc., as well as TV Stations, Publishers and Printers. 


Write for FREE literature, purchase and rental details 


STAT Mi — co n ad 3552 East 10th Court - Hialeah, Florida - OX 1-5730 











in the battle of 


HIGH QUALITY 


VAY 


ECONOMY y.. you come out on top both ways 
with BAGLE-A TROJAN BOND 








Specify Eagle-A Trojan Bond to win new heights of excel- 
lence in your printing. With this great group of 25% 
cotton fiber bond papers you get extra quality without, 
paying a premium price. Ideal for letterpress, lithography, 
die stamping, raised printing . . . for business stationery 
with matching envelopes, direct mail . . . for every job 
that calls for fine appearance and good printing. For a 


PAPERS sample portfolio, write Dept. W. 
| [ZARPERS) 


aN TROJAN BOND COCKLE FINISH * TROJAN BOND OPAQUE 
i BAGLE-A PAPERS Ni TROJAN LAID * TROJAN BOND SMOOTH VELLUM 
Y | 


1 Jor more creative | American Writing Paper Corporation, Holyoke, Mass. 
N 








communications Makers of Eagle-A Coupon Bond and Other Fine Eagle-A Papers 
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In wooing a woman or a customer no single technique 
has yet been invented that, to our knowledge, is infallible. 
And yet the advertising business seems to develop peri- 
odic passions for a single font of wisdom. Unfortunately, 
when all products are dressed alike in a single advertis- 
ing style and their messages addressed alike to all custom- 
ers, their individual notes of me-me-me become indistin- 
guishable in the chorus of me-toos. We don’t believe in 
this kind of type-casting. To us, the heart of each ad is a 
simple, vital, selling idea. To convey it, our illustration 
can be art, photography or type: our sell can be soft or 
hard, our copy long or short. It takes all types. Call SH&L 
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People 
In Print 


Rudolph de Harak 


This issue of Print touches on a 
wide variety of subjects. Our guest 
art director is extremely well suited to 
blend this diverse material. Rudolph 
de Harak has gained recognition for 
his work in many areas, including 
graphics, package design, photography 
and art direction. 

A native of California, de Harak be- 
gan his career as an art director and 
consulting designer in Los Angeles in 
1946. Four years later he came to 
New York as promotion art director 
for Seventeen magazine, and in 1952 
he organized his own design firm, 
Rudolph de Harak, Inc. 

The recipient of numerous awards 
for excellence in the design field, 
de Harak has also been shown in ex- 
hibitions at the Museum of Modern 
Art, Muses D’Art Moderne, Paris and 
The Cooper Union for the Advancement 
of Science and Art. He is also rep- 
resented in the permanent collections 
of the Museum of Modern Art, the 
Princeton University Library and the 
Carnegie Visual Information Center for 
Graphic Arts. His work has been pub- 
lished many times in leading publi- 
cations in this country and in Europe. 

In the field of education, de Harak 
has for the past nine years been a 
member of the teaching staff of The 


Cooper Union for the Advancement of 
Science and Art. He also has been a 
lecturer at Columbia University. 

An article which appeared in Graphis 
in 1957, described Rudolph de Harak’s 
work in this manner. “. .. All of his 
works furnish evidence of the capacity 
for, and the delight in, structural order 
... It is not by accident that de Harak’s 
work ranges from record covers to 
three-dimensional designs—which have 
an original and imaginative clarity 
beyond their three dimensions. It is 
this range, functioning . .. like a 
bridge, which sustains de Harak’s ac- 
tivity, his practical grasp of advertising 
and industrial design.” 


Saul Bass 

That much abused and greatly over- 
used adjective, versatile, takes on a 
full dimension of meaning when ap- 
plied to Saul Bass and his work. Over 
the years he has focused his creative 
energies on a wide variety of projects, 
and received international recognition 
in the fields of graphic, industrial, film 
and exhibition design. His work has 
been exhibited and published through- 
out the world, and has received many 
national and international awards. 


In 1960, for example, Mr. Bass received 
honors from the Journees _Inter- 
nationales du Cinema _ d’Animation, 
Annecy, France; the International Film 
Festival, Venice, Italy; the Art Directors 
Club of Detroit; Art Directors Club of 
New York; Hollywood Advertising Club, 
and a citation from the Philadelphia 
Museum of Art for “Distinction Brought 
to His Profession.” 

He is the recipient of the American 
National Society of Art Directors 1957 
designation as “Art Director of the 
Year,” and an award for “The High 
Artistic Value in All Work” by the 
Museum de Arte Moderna in Rio de 
Janeiro. 


Mr. Bass is a member of the American 
Institute of Graphic Arts, Alliance 
Graphique Internationale, National So- 
ciety of Art Directors, and a member of 


the Executive Board of the Interna- 
tional Design Conference in Aspen. 

Although the above provides an outline 
of Mr. Bass’ work and achievements, 
the forces and components that must 
join in order to permit a man to shape 
and create new ideas and concepts 
cannot be put down like items on a 
shopping list. Probing into the char- 
acter of the creative artist, however, 
can provide some clues. Above all else, 
the work of Mr. Bass reflects his basic 
humanness and feeling for people. 
He is interested in everything about 
him, and has the sensitivity to project 
what he has experienced. He is arti- 
culate and well read. And he approach- 
es each task with enthusiasm, curi- 
osity, a sense of humor and a willing- 
ness to accept and make changes. 


Some insight into Mr. Bass’ own ap- 
proach to his career is provided by a 
statement he cnce made. “The only 
way | work as a designer is to con- 
sciously avoid specialization. It hap- 
pens to be my way, and it suits my 
needs and attitudes very well.” Ex- 
panding on this point of view, Mr. Bass 
has said, “I seem to enjoy working on 
a variety of problems. But actually, 
one creative problem helps me solve 
another. The underlying ideas and 
emotions of one problem can validly 
be related to another.” 


Leonard Nadel 
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It is to be noted that 
when any part of this 
paper appears dull, 


there is a design 1n it 














This is KROMEKOTE Cast Coated 1 Side Litho 


Pastel Yellow 


The man who started (hampion, in 1893, was a printer and book designer, 
quite demanding when it came to paper. He had to start his own mill to get 
exactly what he wanted. The goal’s still the same: the right paper for 


the job. That's exactly what the man from (hampion has to offer. Ask him. 


He's on your side. So are all the fine merchants who sell Champion papers. 


From the Foremost Merchants—for the Foremost Customers 


Champion 
Papers 


District Sales Offices in New York, Boston, Chicago, Philadelphia, Detroit 


St. Louis, Cincinnati, Atlanta, Dallas and San Francisco 
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THE KINGDOM A HEAVEN A. BE 
LIKE TEN VIRGINS WHO WENT TO BRING THE 
BRIDEGROOM & HIS BRIDE OMe. STARING. THEIR 
LAMPS WITH THEM. FIVE SH & FIVE 
ERE WISE. THE FIVE, FOOLISH unas, WHEN 
Y TOOK THEIR LAMPS, TOOK Oi. WITH 
THOSE WHO WERE “MISE TOOK 
iL AS WELL AS THE LAM THE 
WAS Lone IN oe <0 “THAT 
THEY ALL "GREW nY FELL ASLEEP. 
AT MID) NiCr TH HE CRY AROSE, 
Our & MEE cue. BRIDEGROOM iS COMING! 
HIM!” AT ONCE ALL THE VIRG! 


GO 
CHANTS & BUY SOME FOR YOURSELVES.” 
a WHILE THEY WERE GONE 


NEITHER THE DAY NOR THE HOUR. 


UNION CARBIDE 


GRAPHICS IN ARCHITECTURE: Archi- 
tectural recognition for graphics is 
illustrated by the specification of 
Photolettering’s “Improvenu” in the 
new Union Carbide Building. This rep- 
resents one of the first times graphics 
have been specified in the architects’ 
original plans. The type, which in all 
instances appears in caps to conform 
with classic architectural traditions 
dating back to ancient Rome, was 
selected by the architects because of 
its strong affinity for the masculine 
character of the building. It is also 
used to identify other areas, such as 
mail boxes, telephone signs, exits and 
individual occupancy panels on office 
doors. 


23 PARABLES IN 27 COLORS: Some of 
the deepest mysteries taught by Jesus 
Christ were spoken in the simple lan- 
guage of the parable. It is no new 
device. However, this book, entitled 
“Stories Told by our Lord,” does indeed 
give dramatic and modern life to the 
well-known stories by way of design. 
David Osborn and Charles F. Woods, 
designers, illustrators and printers of 
the Helicon Press publication, have 
given individual attention to each par- 
able to the extent that each page ex- 
presses its own point of view in illus- 
tration, color and typography. To 
achieve this it was necessary to in- 
dividually print the pages in offset 
lithography. The entire book employs 
a total of 27 brilliant colors. The de- 
signers also created a special typeface 
for the book. 











EGIZIO 
EGIZIO 
EGIZ10 
EGIZIO 


EGIZIO 5 WAYS 


Egizio Roman Medium, Egizio Italic Medium, Egizio Bold, 
Egizio Bold Italic, Egizio Medium: Condensed 


DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 
DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 
DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 
DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 
DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER DIVERSITY AND DISTINCTION IN A 


specimen sheets are available from: 


AMSTERDAM CONTINENTAL TYPES AND GRAPHIC EQUIPMENT, INC. 
276 PARK AVENUE SOUTH, NEW YORK 10, N. Y. SP 7-4980 
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There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and 
opaque enough for fine printing. Then Olin de- 
veloped a new concept in papers called Waylite. 
It’s a lightweight stock as opaque as many papers 
twice its weight, with extreme whiteness and 
great strength. Waylite gives you beautiful print- 


ing results in halftone or line, black and white, 
and color. It can cut your postage in half, and 
reduce the bulk and weight of your printed ma- 
terial. Ask your Olin fine paper merchant about 
Waylite or write to us. See it, and you'll agree that 


it has turned one more sacred cow out to pasture. 


PACKAGING DIVISION aD im 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, N.C 
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ROG PRD 


Gabor Peterdi ‘The Big Winter’ drypoint 1958 (22 x 35”) 


Gabor Peterdi ‘Angry Sky’ drypoint 1959 (23 x 32”) 


PRINTMAKING: A new publication on 
printmaking has recently been pub- 
lished by the Pratt Graphic Art Center 
in New York. Called “Artist’s Proof,” 
it will concentrate on printmaking ac- 
tivities all over the world, on experi- 
mentation and research in_ studios, 
workshops and graphic art centers in 
universities, colleges and art schools. 
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Rolf Nesch ‘Fraulein K’ c. etching, drypoint 1926 
(18 « 13%”) 
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To MOVE men, deliver your message forcibly. 
Unleash its full power on paper deftly chosen 





to enhance meaning and mood. When you 
select paper, profit from the skilled creative 
counsel of your Oxford paper merchant. He i 
is situated nearby—an experienced specialist 
who stocks the complete quality line of Oxford 
coated text and matching cover papers. Rely 
on your Oxford merchant to satisfy swiftly 
your every printing and budget requirement. 





Oxford North Star Papers, pride of the line, 
are a new family of trailing-blade-coated 
papers, distinguished for their remarkable 
levelness and their excellent printability. 
North Star superiority among coated papers 
can be demonstrated for you by your nearby 
Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17,N.Y. 


paper 
specialists 
to the 
graphic arts 


industry 





NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefold Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 


< 


Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK e CHICAGO e BOSTON 
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these features can’t be matched 
by any other type book 


1 oveR 1,000 TYPE STYLES at your finger tips 
—arranged for quick reference. 


2 CROSS-INDEXED alphabetically by type face, 
by type number, and type family. Tab pages let 
you flip directly to each type family. 


3 COMPLETE ALPHABET for all faces in all sizes 
and styles makes it possible to trace each letter 
for exact spacing. 


4 “COLOR” VALUES easy to determine because 
text matter, set in each type face, is displayed 

in copy blocks, set solid, with 1 point and 

2 point leading. 


5 TYPE SCALING SYSTEM printed on every 
page cuts time-consuming copy fitting. 


6 1,510 PAGES beautifully printed on heavy 
stock and bound in rugged loose-leaf binders. 
Smooth working ring binding mechanism keeps 
pages neat, accessible. 


7 TWO VOLUMES for convenience and flexibility. 
(West Coast edition is in one volume.) 
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Another first in typography 
for Monsen customers 





@ As the function shich edubatiqn 


» ABCDEFGHIJKL 7. 
MNOPQRSTUVWXYZ& EF 
abcdefghijkimnopaqrstuvwxyz 2 fp 
$1234567890 ..-:;170) 


« 


». ABCDEFGHIJKL 
MNOPQRSTUVWXYZ& 
abcdefghijkimn 
opaqrstuvwxyz : 
$1234567890 ..-:;'170) Q: 


ABcDErS | | 


IIKLMNOPQRST 
UVWXYZE& 
abcdefghijkl 
mnoparstuvwxyz 
$1234567890 


Bin awn ZO 


1000* type styles illustrated 
in 2-volume Monsen Type Library 


The new Monsen Type Library makes “markup” 
as simple and foolproof as possible. It is the 
most comprehensive, up-to-date showing of 

type available anywhere. . . the result 

of years of work by Monsen to a——% —S, 
bring customers another first vouumes ff sowae 

in typography. 

The Library is designed as a 
service to regular Monsen 
customers .. . but is also available 
to others at $200 per set* (which 
will be refunded if purchases 
from Monsen during year equal 
$3000 or more). | 
* The West Coast edition consists of 
one large volume containing specimens 
of the faces available from Monsen’s 


Los Angeles plant. Cost of this book is rr | 
$100, unless you are a Monsen customer. 


typographers, inc. 





SEND TODAY for a copy of ‘“‘A 
Guide to Better Typography,”’ 
which illustrates and describes 
the many features of these 
new books. Never before has 
there been anything like them. 


Chicago 11—22 East Illinois Street 
Los Angeles 15—960 West 12th Street 
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LINEAR FORMS: A possible source of 
inspiration to design are these fine 
brush line drawings by Albert Radoczy, 
an American artist, designer and edu- 
cator. His work was recently exhibited 
at the Parma Gallery in New York, and 
many examples of his linear forms 
remain there for permanent viewing. 
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A ‘SOUND’ SYMBOL: Research _indi- 
cated that the Straus Broadcasting 
Group had need for a group image pro- 
gram that would enhance and add im- 
pact to the already strong identity en- 
joyed by the individual radio stations 
in the group. The new trademark 
created by Promotion Design Associ- 
ates is a Gothic “S” forming the upper 
portion of a microphone. The symbol 
has been embossed on stationery, and 
is being used in all trade and consumer 
ads. 


DESIGN ON THE FARM: Three separate 
trademarks have been designed for the 
Farm Bureau of Wisconsin and for its 
Insurance and Supply Divisions. Each 
design stands on its own, with no 
attempt at family identification. These 
new symbols strive to give a Clear im- 
age of the services offered by each 
group. Symbol for Farm Bureau is the 
handlettered “W”; for the supply divi- 
sion, the script “F”; insurance affili- 
ate’s is the “R” and rural mail box. 
Designer: Thomas Laufer, Sausilito, 
California. 


24 ADVERTISER IMAGES: Sales promo- 
tion piece shown was mailed to Time 
International advertisers. Purpose of 
cover design was to project, in general 
terms, Company images that could be 
found among Time International adver- 
tisers without specifically identifying 
them. This was accomplished by sym- 
bolizing major advertiser classifications 
with a mark that was totally encom- 
passing. Example: The button not only 
symbolizes tailoring but textiles, haber- 
dashery and wearing apparel as well. 
The same thought lies behind the 24 
designs represented on the cover. 


























LAMP OF LEARNING: As the initial step 
in an overall publications program, the 
National Merit Scholarship Corpora- 
tion had DesignComm develop a new 
corporate symbol. Since the principal 
purpose of the organization is to dis- 
cover exceptionally talented youngsters 
and assist them in obtaining a college 
education, the designer based the new 
symbol on a traditional symbol for 
scholarship—a lighted lamp resting on 
a book. Illustrated are the master 
corporate symbol, usually used with 
full name in a special Baskerville Bold 
letter-style; optional corporate symbols 
for special applications, the symbol for 
program materials. The “flame” is 
second color or tint of black in large 
sizes. Official colors are black and 
medium gray. 


FILM AVAILABLE: A quarter-hour film 
entitled “How A Commercial Artist 
Works,” is available free on a loan 
basis from Art Instruction, Inc. The 
film shows an advertising illustrator at 
work, and the stages involved in creat- 
ing a piece of finished art work for a 
magazine advertisement. Detailed in- 
formation can be obtained from: 


Robert E. Platt, Knox Reeves Adver- 
tising, Inc., 400 Second Avenue South, 
Minneapolis 1, Minnesota. 
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. OR COLOR TRANSPARENCY REPRODUCTION 


OPAQUE 


serves you beautifully in every way... 


Nekoosa Opaque can be used in so many different ways . . . with so 

many different art techniques! And the results are always things of beauty . . . thanks 
to Nekoosa Opaque’s startling white and exceptionally high opacity. 

Remember, too, that you can choose from an unusually wide choice 

of finishes . . . Vellum, English, Finesse, Ripple, Linen and Handmade. 


... and its high opacity in the low weights 
saves you money in the bargain! 





“Utchoose. OPAQUE 


1S DISTRIBUTED BY THESE NEKOOSA PAPER MERCHANTS: 


The Macon Paper Company 
Memphis Paper Company 


M Macon, Georgia 


Southwestern Paper Company 
Memphis, Tennessee 


A Abilene, Texas 
Butler Paper Compan 


Albuquerque, New Mexico 


Alexandria, Louisiana 
Amarillo, Texas 
Appleton, Wisconsin 
Atlanta, Georgia 
Atlanta, Georgia 


B Baltimore, Maryland 
Baltimore, Maryland 
Baton Rouge, Louisiana 
Battle Creek, Michigan 
Billings, Montana 
Binghamton, New York 
Birmingham, Alabama 
Boston, Massachusetts 
Boston, Massachusetts 
Boston, Massachusetts 
Bridgeport, Conn. 
Buffalo, New York 
Burlington, Vermont 
Butte, Montana 


© Canton, Ohio 
Cedar Rapids, Iowa 
Charlotte, North Carolina 
Chattanooga, Tennessee 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Illinois 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, South Carolina 
Columbia, South Carolina 
Columbus, Georgia 
Columbus, Ohio 
Cumberland, Maryland 


DB Dallas, Texas 
Davenport, lowa 
Dayton, Ohio 
Denver, Colorado 
Des Moines, lowa 
Detroit, Michigan 
Dubuque, lowa 


& Elmira, New York 
Enid, Oklahoma 
Evansville, Indiana 


F Fargo, North Dakota 
Fort Wayne, Indiana 
Fort Worth, Texas 


G Galveston, Texas 
Grand Rapids, Michigan 


H Hackensack, New Jersey 
Harrisburg, Pa. 
Helena, Montana 
Holyoke, Massachusetts 
Houston, Texas 
Houston, Texas 
Huntington, West Virginia 


! Idaho Falls, Idaho 
Indianapolis, Indiana 


J Jackson, Michigan 
Jackson, Mississippi 
Jacksonville, Florida 
Jersey City, N. J 


K Kansas City, Missouri 
Kansas City, Missouri 
Knoxville, Tennessee 


t Laconia, New Hampshire 
Lewiston, Maine 
Lima, Ohio 
Little Rock, Arkansas 
Longview, Texas 
Los Angeles, California 
Louisville, Kentucky 
Louisville, Kentucky 


Louisiana Paper Company, Ltd. 
Kerr Paper Company 

Universal Paper Corporation 
Vulcan Paper Corporation 

The Whitaker Paper Company 


The Barton, Duer & Koch Paper Company 


The Paper Supply Company 


Louisiana Paper Co. of Baton Rouge, Inc. 


Cortright Paper Co., Div. 
Yellowstone Paper Company 
Binghamton Paper Company 

Jefferson Paper Company 

D. F. Munroe Company 
Seaboard Paper Company, Inc. 
Tileston & Hollingsworth Co. 
Equity Paper Company 

Gebhard Paper Co., Inc. 

Vermont Paper Company, Inc. 
Ward Thompson Paper Company 


Herrington Paper Company 

J. W. Butler Paper Company 
Charlotte Paper Company 
Bond-Sanders Paper Company 
Atwood Paper Company 

J. W. Butler Paper Company 
Midland Paper Company 

The Whitaker Paper Company 

The Cincinnati Cordage & Paper Co. 
Brewer-Chilcote Paper Co. 
Epes-Fitzgerald Paper Company, Inc. 
Palmetto Paper Company 

W. H. Atkinson - Fine Papers 

The Cincinnati Cordage & Paper Co. 
Tri State Paper Company 


Southwestern Paper Company of Dallas 
The Peterson Paper Company 

The Cincinnati Cordage & Paper Co. 
Butler Paper Company 

Pratt Paper Company 

Butler Paper Company 

Weber Paper Company 


Horwitz Brothers 
Enid Paper Company 
Butler Paper Company, Inc. 


Dacotah Paper Co. 
Butler Paper oy nae 4 
1 


Southwestern Paper Company of Fort Wort 


Southern Paper Company 
Central Michigan Paper Co. 


Garfield Card & Paper Co., Inc. 
Penn Paper Company 

Ward Thompson Paper Company 
Plymouth Paper Company, Inc. 
Houston Paper Company 
Southwestern Paper Company 

The Cincinnati Cordage & Paper Co. 


American Paper & Supply Company 
Century Paper Company 


Crown Paper & Bag Co. 
Central Paper Company 
Jacksonville Paper Company 
Gotham Card & Paper Co., Inc. 


Butler Paper Company 
Wertgame Paper Company 
The Cincinnati Cordage & Paper Co. 


Goodwin Paper Company 

Berry Paper Company 

The Cincinnati Cordage & Paper Co. 
Arkansas Paper Co. 

Etex Paper Co. 

Butler Paper Company 

The Rowland Paper Co., Inc. 
Superior Paper, Inc. 


Miami, Florida 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Mobile, Alabaraa 
Monroe, Louisiana 
Montgomery, Alabama 


Nashville, Tennessee 
Newark, New Jersey 
New Orleans, Louisiana 
New Orleans, Louisiana 
New York, N. Y. 

New York, N. Y. 

New York, N. Y. 

New 

New 

New 5 : 
Norfolk, Virginia 


Ogden, Utah 

Oklahoma City, Oklahoma 
Omaha, Nebraska 
Orlando, Florida 


Peoria, Illinois 
Philadelphia, Pa. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Phoenix, Arizona 
Pittsburgh, Pennsylvania 
seer Oregon 
Providence, R. I. 
Pueblo, Colorado 


Raleigh, North Carolina 
Raleigh, North Carolina 
Reading, Pennsylvania 
Richmond, Virginia 
Rochester, New York 


St. Louis, Missouri 
St. Louis, Missouri 
St. Paul, Minnesota 
Salt Lake City, Utah 
San Antonio, Texas 
San Diego, California 
San Francisco, California 
Savannah, Georgia 
Scranton, Pennsylvania 
Seattle, Washington 
Shreveport, Louisiana 
Sioux Falls, S. D. 
Spokane, Washington 
Springfield, Missouri 
Springfield, Missouri 


Tacoma, Washington 
Tallahassee, Florida 
Tampa, Florida 
Terre Haute, Indiana 
Texarkana, Texas 
Toledo, Ohio 

Tulsa, Oklahoma 
Tyler, Texas 


Walla Walla, Washington 
Washington, D. C. 
Waterloo, Iowa 
Wheeling, West Virginia 
Wichita, Kansas 
Williamsport, Pa. 
Worcester, Mass 


Youngstown, Ohio 


New York, N. Y. 
New York, N. Y. 
San Juan, Puerto Rico 


Everglade Paper Company 
Dwight Brothers Paper Co. 
Standard Paper Company 
Universal Paper Corporation 
Butler Paper Company 
The Paper Supply Co., Inc. 
Partin Paper Compan 
Louisiana Paper Company, Ltd. 
W. H. Atkinson - Fine Papers 


Bond-Sanders Paper Company 

The Paper Mart, Inc. 

Butler Paper Company, Inc. 

The D and W Paper Company, Inc. 
Bishop Paper Company, Inc. 
Greenwich Paper Corporation 
Marquardt & Company, Inc. 
Hobson Miller Paper Co., Inc. 
Saxon Paper Corporation 
Walker-Goulard-Plehn Co. 
Epes-Fitzgerald Paper Company, Inc. 


American Paper & Supply Company 
Oklahoma Paper Co. 

Field Paper Co. 

Central Paper Company 


J. W. Butler Paper Company 
Philadelphia Card & Paper Co., Inc. 
Rhodes Paper Company 

Schuylkill Paper Company 

Butler Paper Company 

The Central Ohio Paper Company 
West Coast Paper Company 
Providence Paper Company 

Butler Paper Company 


Epes-Fitzgerald Paper Company, Inc. 
Raleigh Paper Company 

M. J. Earl Co. 

Epes-Fitzgerald Paper Company, Inc. 
Economy Paper Company, Inc. 


Acme Paper Company 

Butler Paper Company 

Anchor Paper Company 

American Paper & Supply Company 
Shiner-Sien Paper Company 

Butler Paper Company 

Pacific Coast Paper Company 
Atlantic Paper Company 

Elm Paper Company 

West Coast Paper Compan 
Louisiana Paper Company, Ltd. 
Sioux Falls Paper Company 
McGinnis Independent Paper Company 
Butler Paper Company 

Wertgame Paper Company 


Allied Paper Company, Inc. 
Capital Paper Company 

Tampa Paper Company 
Mid-States Paper Company, Inc. 
Louisiana Paper Company, Ltd. 
Paper Merchants Incorporated 
Beene Paper Company 

Etex Paper Company 


Snyder-Crecelius Paper Co. 


The Barton, Duer & Koch Paper Company 


Waterloo Paper Company 
Clarke Paper Company 
Butler Paper Company 


Susquehanna Paper & Sanitary Supply Corp. 


Greenwich Bancroft Paper Corporation 


The Hearn Paper Co. 


EXPORT 


Champion Paper Corporation, S. A. 
Paper Corporation of United States 
Paper Corporation of Latin America 


REGIONAL SALES OFFICES: 
New York - 375 Park Avenue 
Chicago - - - Prudential Plaza 
San Francisco - Russ Building 

B Atlanta - - - Peachtree Bidg. 


NEKOOSA-EDWARDS PAPER COMPANY 
PORT EDWARDS, WISCONSIN 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 


LITHOGRAPHED ON NEKOOSA OPAQUE, WHITE, BASIS 60 2 COLOR OFFSET PRESS 4 ON SHEET 38X50 5000 IMPRESSIONS PER HOUR 









Engravings by Collier —one of a series 





This magazine advertisement 

has been reproduced by permission of 
WCAU-TV and CBS Television Statéons. 
Designed by Mort Rubenstein: 
Production Manager: Harold Black 


Kim is the name. 


And you can reach her, and 
many more of Hollywood's 
biggest stars,with a call to 
WCAU-TY Philadelphia. 
Channel 10 has just added, 
to its already fabulous 
feature film library, two new 
star-studded packages of 
more than three hundred 
major post-48 movies—from 
both Warner Brothers and 
Columbia Pictures—nevet 
before seen on television 

In the months ahead, 
Philadelphians will be tuning 
to 10 to see big premieres 
like The Caine Mutiny, 

Born Yesterday A Star is Born, 
The High and the Miel 

and Rebel Without a Cause... 
with big stars like Marlon 
Brando, Rock Hudson, Judy 
Holliday, Jack Lemmon, 
John Wayne, Judy Garland, 
Doris Day. All coming to 
Channel 10's top-rated 
Early Show and Late Show! 


In short,“colossal” motion 
picture entertainment and a 
“stupendous” advertising buy 


Get the picture? 
Dial GReenwood 7-8300 or 


Write OWCA U TV 


Reprosente ens 2 Spot Sal 


COLLIER 


PHOTO ENGRAVING &2: 
240 WEST +0™ STREET 


NEW YORK 18. NEW YORK 


PHONE: OXFORD 5-0400 





























The Printing Shop, Williamsburg. A drypoint by Samuel Chamberlain 


ortlea, Cext and Conver 


A delicately felted, softly textured paper to add a_ Soft, natural white and seven distinctive colors... 
suggestion of quiet prestige to your finest printing. and the handmade feeling of a broad deckle edge. 


Mohawk Paper Malls 
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84 point 


newest 


72 point (60 point available) 


design 


48 point 


now available 


36 point (30 point available) 


from your dealer: 


Craw Clarendon Condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abedefghijklmnopqrstuvwxyz& 


sth $12345678906% 


14 point 
A valuable addition to a growing family* 
of modern designs! 


fl 











*Craw Clarendon: 
ABCDEFGHIJKLMNOPQRSTUVWXYZ& 1234567890$ 
) abcdefghijklmnopqrstuvwxyz?! 


*Craw Clarendon Book: 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
abcdefghijklmnopqrstuvwxyz?! 











UNDERWOOD’'S NEW CAMPAIGN: Ever 
since Olivetti acquired the Underwood 
Corporation, the design world has won- 
dered what Underwood’s new advertis- 
ing look would be. The first sign came 
in late March with a series of full page 
newspaper advertisements. Interesting 
note: Giovanni Pintori, Olivetti’s head 
designer in Milan, not only designed the 
first advertisement, but the “Raphael” 
typewriter itself. 
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A remarkable 
new typewriter 
from Underwood: 
the RAPHAEL 





OUTDOOR SOPHISTICATION: This out- 
door poster created for the Southern 
California Gas Company, both in the 
type and illustration used, adds a 
dimension to the firm’s slogan, “Smart 
women cook with moden gas.” The 
photograph appears to have captured 
the fine, delicate features of the model 
and her daring head-piece. Result is 
a poster that veers away from the 
standard appeal to the _ intelligent, 
efficient housekeeper, and places the 
stress on the ultra-sophisticated, chic 
woman, for an eye-catching change-of- 
pace. 
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Designer: 

Jacques Nathan-Garamond is head 
of the Graphic Design Department 
at the Ecole Nationale Superiéure 
des Arts Décoratifs, in Paris, 

a position he has held since 1939. 
In addition, he maintains 

his own studio for advertising 

and editorial design. Creator of 
numerous exhibitions for the 
E.C.A. Information Service 

in Paris, he was awarded a 

Gold Medal for the 

“Best Poster 1958, Paris.” 




















Jacques Nathan-Garamond, 7 
medal-winning French designer, — 
challenges Penn/Brite Offset 
with vignettes to test the sheet’s 
ability to hold fine gradations 

of tone... solid blacks, blues, 
purples and olive greens 

to demonstrate opacity and 

ink acceptability. Further 
examples of the sheet’s 
compatibility with the 
“impossible” are reverses of 
fine type in screen and solids... 
and intricate register which 
would not be possible without 
the controlled moisture 

content of the sheet. The result 
of this “torture test,” 

as you see, is faithful repro- 
duction of each design element. 
Why not put Penn/Brite Offset, 
the value sheet, to the test 

on your next job? 


new york and penn 


pulp and paper manufacturers 


Write for new swatch book 
and the name of your nearest 
distributor. 

New York & Pennsylvania Co., 
425 Park Avenue, 

New York 22, New York. 































SaulBass | 


Should the | 
Government | 


Subsidize the Arts? 
Just Plain Olin 


| Twenty 
Versatile Specialists 


New ArtForms | 


Through 
Reflective 
Photography 


Freedom Unlimited 






































Leonard Nadel 


Saul 
Bass 


“Alcoa has retained the firm of Saul 
Bass & Associates as graphic consult- 
ants.” So began the announcement re- 
ceived by Print in mid-March. Casual 
words for what portends to be an im- 
portant project both for Saul Bass and 
the entire design world. For the task - 


given to Mr. Bass includes a complete — 


review and analysis of Alcoa’s ‘public 
face.’ This will include, but is not 


limited to, the symbols and logotypes, = - 
advertising, printed forms, packages = 


and exhibits of Alcoa and its subsidi- 
aries. 
One interesting feature: Alcoa has 


set up a graphics committee with 


which Mr. Bass will work. In it are 


representatives from the public rela- 


tions, advertising, design and sales 
divisions. " 

Why was Saul Bass selected above 
others in Alcoa’s five-month period of 
investigation, consultation and_inter- 
view? One reason must surely be his 
creative versatility. 

He is a graphic designer. He is a 
package designer. He is a product de- 
signer. He is a designer of homes, and 
hospitals and playgrounds. He is a 
photographer. He designs with film and 
paper and tile and metals. 

To demonstrate this, we present a 
variety of some of Saul Bass’ recent 
work. 
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A multiple demonstration of Bass’ versatility. De- 
tail from film title “Anatomy of a Murder”; the 
Stephens Tru-Sonic hi-fi line; Kimberly-Clark busi- 
ness papers in conjunction with Mort Goldsholl; 
Lawry’s symbol. 














Stephens Tru-sonic hi-fi line designed by Bass 
is modular in concept. Each element is a separate 
unit that can function visually by itself, or in 
combination with other elements of the line. 
Benches are available in varying lengths and at 
two heights. Material used for speakers is avail- 
ble in warm, deep brown or in black with alter- 
nate handling of metal trim. These pieces can 
be assembled horizontally, vertically or wall hung. 
Three sets of control knobs come with each unit 
requiring them in these color ranges: red-brown- 
ochre-yellow group; green-turquoise-blue group; 
warm blue-lavender-violet group. This enables 
color notes to be integrated into the rest of 
interior decor of a particular setting. 









Saul Bass 
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Recreation and playground designs. 




















Sau! Bass 


Pomona Tiles. In designing this line, Bass ex- 
plored the use of the sculptured or raised surface. 
What resulted is a group of designs that present 
the possibilities of treating the tile wall in con- 
temporary terms as a bas-relief. 
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; > ) Symbol for the Committee of Aluminum Producers. 
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Symbol for KLH Research and Development Corp. 
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Symbol for Howard Blonder & Assoc. 


Kir 
pir 




















PRINT 38 








Ph OE Et EE BE DG A OO 





Kimberly-Clark Kleenex Tissue package for white, 
pink, blue and yellow tissues. 
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Saul Bass 








Packages for nylon stockings commissioned by 
Transparent Papers Limited, London, England 
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Packages for Lawry’s Foods. 
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Annual Report cover for Firstamerica Corp. 


” 





1959 ANNUAL REPORT 


Annual Report cover for Cummins Engine Co. 








Inside spread of Firstamerica Corp. report. 








TODAY OTTO PREMINGER COMPLETED THE FILMING OF ‘EXODUS.’ ALL THE SHOOTING TOOK PLACE IN ACTUAL LOCALES AT 
HAIFA, ACRE, NAZARETH, CAESAREA, KAFR KANA, ATLIT AND JERUSALEM IN ISRAEL AND FAMAGUSTA, NICOSIA AND 
CARAOLOS ON THE ISLE OF CYPRUS. NOW ‘EXODUS’ ENTERS THE FINAL STAGES OF MUSICAL SCORING AND, EDITING. 


‘EXODUS’ STARS PAUL NEWMAN, EVA MARIE SAINT, RALPH RICHARDSON, PETER LAWFORD, LEE J. COBB, SAL MINEO, 
JOHN DEREK, HUGH GRIFFITH, GREGORY RATOFF, FELIX AYLMER, DAVID OPATOSHU & JILL HAWORTH. SCREENPLAY BY 
DALTON TRUMBO FROM THE BEST-SELLING NOVEL BY LEON URIS. PRODUCED AND DIRECTED BY OTTO PREMINGER IN 
NEW PANAVISION 70 AND TECHNICOLOR™ — A UNITED ARTISTS RELEASE. 


‘EXODUS’ WILL OPEN AT THE WARNER THEATRE IN NEW YORK ON DECEMBER 15, 1960, THE CINE-STAGE THEATRE IN 
CHICAGO ON DECEMBER 16, THE FOX WILSHIRE THEATRE IN BEVERLY HILLS ON DECEMBER 21, AND AT THE SHERIDAN 
THEATRE IN MIAMI BEACH ON DECEMBER 21. 
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Invitation for “Exodus.” Production notes: Piece Trade ad for “Some Like It Hot.” 
was reproduced in four process colors on Sunray 
Velum, then die-cut on four sides. Scorched edges 
on both sides were created by attaching heating 
plate to a book rounding machine as a jury rigged 
operation. A batch of invitations were fanned 
out. The front sides of the irregular edges and 
then the backs were applied to the plate for a few 
seconds. 
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Basic symbol for “Exodus.” 








Opposite: Trade ad for “Exodus.” Top to bottom: Film credits for Psycho, Spartacus, 
Oceans 11 and TV commercial for Olin Mathieson. 
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Saul Bass 





Trade ad for “Magnificent Seven.” 
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Excerpts from a recent television de- 
bate on N B C’s “The Nation’s Future.” 
YES: John Galbraith, Professor of Eco- 
nomics, Harvard University. (At present, 
U. S. Ambassador to India.) 

No: Russell Lynes, Managing Editor, 
Harpers Magazine. Moderator: John K. 
M. McCaffery. 


McCaffery: Many believe that the Arts 
in America are flourishing under our 
system of private contributions and 
indirect government aid. Others argue 
that the Arts are suffering from a lack 
of direct financial assistance from the 
government. This controversy will reach 
Congress soon. Senator Clark of Penn- 
sylvania has introduced a bill to pro- 
vide Federal funds on a matching basis 
to start Art Agencies; and Senator 
Javits of New York will introduce a 
bill that, if passed, will create a Na- 
tional Arts Foundation, to make Fed- 
eral money available to non-profit per- 
forming arts groups. A fight on these 
and other proposals is expected. Our 
first guest, Mr. Galbraith, supports 
direct government subsidy. 


Galbraith: | am not absolutely sure the 
issue is the direct subsidy to the Arts. 
The question before us is not whether 
we become frightened with this word 
subsidy. We should not be frightened 


of it. Subsidies have built the rail- 
roads and the air lines. And they 
educate our children, circulate our 
magazines. And | would judge that a 
subsidy is only labeled evil if it ac- 
Crues to somebody else. But the prob- 
lem that we have here is really not 
Subsidy but support. Now support is 
inevitable. Every time the Federal Gov- 
ernment builds a building it becomes 


Should the 


overnment 


Subsidize 


the Arts? 


involved with architects, and every 
time it sends a theater group abroad 
it becomes involved with the perform- 
ing arts. It becomes involved also with 
painters and sculptors. And what is 
really being sought here is the final 
step now which recognizes that the 
artist is a first-class citizen, that he 
is worthy of being taken as seriously 
as the scientist, or the businessman, 
or even the economist. And that art 
is seen as one of the great and respec- 
table resources of our society. This 
involves a series of steps. There is, 
first of all, the creation of the Federal 
Advisory Council in the Arts. This is 
a proposal that has been before the 
Congress a number of times, and was 
first proposed by President Eisenhower 
in 1955. A Council which in the manner 
of the Science Advisory Council would 
bring the artist to the highest level 
of government and would see that the 
opportunities of the Federal Govern- 
ment to help the artist and make the 
best use of our artistic resources would 
be fully exploited. Coming more di- 
rectly to subsidy is the question of 
whether the artist should participate 
in fellowship programs or not. Whether, 
in addition to the scientist, the social 
scientist, the artist who is in need of 
assistance should have access to the 
Federal funds which sustain him. 
Which would begin in a very modest 
way to make an inventory of cultural 
resources available to match those of 
the States, or an inventory of cultural 
resources for aid to museums or aid 
to the performing arts on a non-profit 
basis. The amounts of money here 
are very small as they are envisaged 
in the Clark Bill, to a very considerable 


extent showing that the artist is a 
first-class citizen rather than for the 
actual amount of money that is 
involved. 


McCaffery: Your position, please, Mr. 
Lynes. 


Lynes: Some 30 years ago someone 
asked John Sloan, who was then one 
of our most aggressive and distin- 
guished painters, what he thought of 
the idea of having a Ministry of Fine 
Arts in our government. John Sloan 
said, “Sure, | think it would be a fine 
idea, then we would know where the 
enemy is.” There are three things | 
would like to say in taking Sloan’s re- 
mark as my text. | realize | am cast in 
the role of Scrooge in this debate, but 
| would like to make it clear at the 
outset that | yield to no one in my 
belief that our Arts need all the sup- 
port that they can get, but | also be- 
lieve some kinds of support make 
trouble. Here are my three points: 
First, direct government subsidy to 
Arts is essentially a step backwards 
and not a step forward. What may 
look on the surface as a progressive 
step actually seems to me like a retro- 
gressive step. The European tradition 
of direct state patronage is a hangover 
from the time when social and political 
elite ate the cake of culture and 
precious few crumbs were thrown to 
the people. All the Arts were a vested 
interest of a few. We have evolved a 
unique and democratic form of Art 
subsidy in America. Everyone is in on 
the act one way or another. Billions of 
dollars have been made available to 


‘the Arts by the government—federal, 


state and focal—through tax advan- 














tages of every sort. Not every sort, per- 
haps, but through tax deductible gifts 
and tax-free status of many artistic in- 
stitutions, etc. But that is only part 
of our system of patronage. The Arts 
have been directly subsidized by mil- 
lions of individuals who have built our 
2500 museums and filled them with 
treasures, who have supported our 30 
major symphony orchestras and several 
hundred less well-known orchestras, 
2500 community and civic theaters, and 
our distinguished arts and music festi- 
vals. Some partons have given large 
sums of money, some have given only 
a few dollars. Many businesses have 
contributed in recent years to many 
foundations. | do not mean that the 
quality of art necessarily reflects the 
quantity of its support. But let us not 
overlook the fact that our decentrali- 
zation of the support of art means 
that no individual, no official group, 
no ministry is in a position to deter- 
mine for us which art is more impor- 
tant than which other art, or indeed 
what is art and what is not art. Sec- 
ondly, | strongly believe that the Arts 
mean most to the local community, 
when they are the community’s respon- 
sibility. Cleveland, Philadelphia and 
Boston are proud of their symphonies. 
Hundreds of others have grown out of 
our communities and are supported by 
them for need, and enthusiasm and be- 
lief in the importance of the Arts. They 
are a far cry Spiritually as well as geo- 
graphically from the government. And 
third, most important of all, direct 
government subsidy inevitably means a 
Ministry of Fine Arts, John Sloan's 
enemy. It means a committee of ex- 
perts to administer, to advise, to plan 
programs, to initiate surveys. | am not 
afraid of creeping socialism in the Arts. 
1 am afraid of creeping philistinism 
and creeping mediocrity. It would be 
considered important on such a com- 
mission that not only all the Arts be 
represented, but all shades of artistic 
opinion. What would be the result of 
this? “I will give you one abstract paint- 
ing if you will give me one Vermont 
landscape and a still life.” This is 
committee art. It promotes compromise. 
It tends to perpetuate the correct and 
conservative. The council would be 
under the pressures of art lobbies— 
and do not think that artists and their 


promoters are not sharply political 
infighters. A Ministry of Fine Arts is 
supposed to give status to the Arts. It 
does. It commends the dignity of art 
to the conservative, to those who want 
to keep art what is called safe. | could 
not commend it to those who believe 
that the function of art is to push 
back the horizons of truth and experi- 
ence and discovery. It was Francis 
Henry Taylor, the late director of the 
Metropolitan Museum, who said eco- 
nomics are economics, and esthetics 
are esthetics, but let’s not continue 
mixing them up. And | would say poli- 
tics is politics and art is art, and for 
the love of art let them be free of each 
other. 


McCaffery: Thank you, gentleman. You 
now have a period in which you can 
interrogate each other, cross examine, 
or just discuss. 


Galbraith: | wonder why you picture 
this bogey of a Ministry of Fine Arts? 
| have not heard this suggested by any- 
body. | did not suggest it. 


Lynes: Ah, but there have been sugges- 
tions that we have a council for the 
Arts. How are you going to administer 
programs of direct subsidies unless 
you have something deciding who you 
are going to give them to? 


Galbraith: Would you say it was entirely 
satisfactory now in the absence of any 
sort of concentration of artistic and 
architectural energies? 


Lynes: A drawback to the architecture 
in the nation that we have is the 
bureaus to which you have to go. 


Galbraith: | hope it’is'‘relevant. 


Lynes: It is. This is a list supplied me 
by a friend of mine at the moment 
working on a design. of a building in 
Washington. He ts responsible to the 
following people: the director of the 
agency, regents of the institution, Joint 


-‘Congressioval Committee, General 


Services Administration, National Plan- 
ning, Capital Planning Commission, The 
National Park Service and The Fine 
Arts Commission for his design. Every- 
thing: he has to do has to go through 
seven bureaus already. Are you going 





to put one on top of this, because you 
cannot tell me any one of these is 
going to give up. 


Galbraith: Isn’t it entirely possible if 
there were a group in Washington like 
the Science Advisory Group, which had 
first-rate architects, that these would 
be a protection for your friend in mak- 
ing his way through the bureaucracies, 
that he could go to Ed Stone or Saari- 
nen or somebody and say, “This is the 
weight that is sitting on me, you must 
give me some help and relief?” There 
is always a chance that this might be 
a source of life, of new ideas, of inno- 
vation and inspiration. It seems to me 
that the artist’s position is very much 
better in Europe than it is with us, and 
some of the consequences of this are 
very important. One of the reasons, for 
example, that we have turned in these 
last years so extensively to Italian 
goods and French goods and Scandina- 
vian goods—automobiles, furniture, 
office equipment, other industrial prod- 
ucts—is that where we took the great 
step of bringing the engineer and the 
scientist into the industrial process, 
these countries have also brought the 
artist in. And this is one of the reasons 
that Italian design is so much in de- 
mand in the world and the Italian bal- 
ance of payments is so good. One of 
the reasons our balance of payments is 
not quite as good as it should be is 
that we are suffering the competition 
of superior design based on a much 
more intimate association of the artist 
with the industrial process. 


Lynes: We have made two very noble 
tries in this country to affect a mar- 
riage between the Arts and Industry. 
One of them was in 1876 in Philadel- 
phia, which was the biggest World Fair 
that has ever been. The result of this 
was more bad architecture, more bad 
design, more hideous machinery. We 
did it again in 1893 at the Columbian 
Exposition which put columns on 
banks from one coast to another. 


McCaffery: There is another contempo- 
rary example of government in art and 
that is in the Soviet Union. A good 
deal is made of the propaganda effect 
of the cultural state of the Soviet 
Union, their export of culture. You 
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want to comment on the kind of art 
produced under complete government 
subsidy and direction? 


Galbraith: | would not want to make 
any case for Soviet painting, Soviet 
art. The wheat fields and the strong 
maidens do not particularly appeal to 
me. But this would not be a fair paral- 
lel to anything, with anything we are 
talking about here. This complete and 
total domination. What we are talking 
about is encouragement in a free soci- 
ety, which encouragement is without 
any thought of repression. 


Lynes: | do not think this is neces- 
sarily going to be political repression 
at all. | think this is committee repres- 
sion. This is the kind of thing that 
happens when you get an organization 
together saying, we will support these 
arts, we will support these arts more 
than we will support these arts. Who is 
to decide whether the theater ought to 
be supported less or more than sculp- 
tors or architecture? You find your- 
self in the position which the individ- 
ual sponsor is not in. He supports what 
he loves. The foundation can support 
what it thinks is most important. This 
spreads the interest and it spreads the 
subsidy over the widest possible base. 
And where you are not putting art 
against art, or in competitive terms for 
the government dollar. 


Galbraith: Mr. Lynes has access to the 
unique cultural riches of New York. 
Now there are those of us who come 
from parts where theater, paintings, 
galleries, all the rest, are unknown, 
and where something like the Clark 
Bill promising to provide encouraging 
funds which match local grants, local 
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support, represents one of the hopes 
for not only a greater cultural resource 
but one more evenly distributed. 


Lynes: Well, | am actually not from 
New York at all, but from a town called 
Great Barrington, which has six thou- 
sand sitizens. It has a theater, a small 
art museum twenty miles away, and a 
college theater forty miles away which 
during the summer has a professional 
company, et cetera. 


Questions from the floor: 


Mrs. Isaac Stern: Mr. Lynes, you stated 
in your opening speech that the Arts 
are supported by groups, individuals, 
and local communities, but | was won- 
dering whether you realize that these 
groups and organizations are in a way 
forced to incessantly beg for more sup- 
port. Do you feel that this is a healthy 
basis for expanding the cultural life 
in this country where the artist is, after 
all, part of the community and deserves 
a respected and very needed part? 


Lynes: There is nothing the matter 
with the hat in the hand. It is out of 
this kind of enthusiasm in the commu- 
nities that our great orchestras have 
grown. It is possible for your very dis- 
tinguished husband to play with a half 
dozen really first-rate great orchestras 
in this country which mean a great 
deal to the communities which have 
raised the money for them, supported 
them, somehow managed to keep cul- 
ture in business. 


Robert Dowling: Mr. Lynes, do you feel 
that the Arts Council of Great Britain 
has diminished the vigor and the vital- 
ity of the Arts in that country? 


Lynes: | wouldn’t say | would have 
thought it diminished it, but | am not 
sure | thought it increased it a great 
deal. Most of the support of the British 
Arts Council goes to the Old Vic, the 
Covent Garden. Driblets they spread 
around to a whole lot of other things. It 
is not, incidentally, a government or- 
ganization in the sense that it is part 
of the government. It gets its funds 
from the Exchequer, but it operates 
quite independently. The annual budg- 
et of the British Arts Council is about 
three million dollars a year. The Ford 
Foundation has given away five million 
since 1957 to the creative arts. 


How do you feel about this important 
question? Please let Print’s Editor 
know. We are planning to print the 
answers in an upcoming issue. 
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Olin Mathieson’s new identity program, 
involving far-reaching changes in no- 
menclature and the standardization of 
graphics, is designed to be reflected in 
all corporate and divisional communi- 
cations efforts. 


The main objectives of this program, 
started by Olin 18 months ago with the 


industrial design firm of Lippincott & 
Margulies, are: 1) To bring to each of 
the company’s operations the cumula- 
tive benefit of the corporation's total 
investment in advertising and sales 


promotion. 2) To simplify and bring 
uniformity to the entire identity struc- 
ture, including the name by which the 
company is known and the way in 
which its divisions identify themselves 
with the corporation. 3) To eliminate, 
as much as possible, confusion caused 
by an excess of brand names, trade- 
marks, logotypes and signatures. 4) To 
apply the entire system to every ele- 
ment of external communications in- 
cluding advertising, sales promotion, 
booklets, stationery, forms and_ ulti- 


Lippincott & Margulies’ Redesign Program Includes The Shortening From Olin 


Mathieson Chemical Corporation To Olin. 


mately packaging. In order to achieve 


these objectives, nomenclature changes 


will be effected at the corporate, divi- 
sional, and product levels, and these 
changes will be adopted in all forms 
of internal and external communica- 


tion. 


The major element in the new nomen- 
clature and graphics system will be a 
shorter, simpler signature for the cor- 
poration itself. While the company’s 
legal name will remain the same—Olin 
Mathieson Chemical Corporation—this 
12-syllable signature will be abandoned 
in favor of the simple, more memor- 
able 2-syllable signature—Olin. At the 
divisional level, standardized signa- 
tures will be used for the first time, 
based on a combination of the division 
name and the shorter corporate state- 
ment, Olin. 

At the product level, the brand name 
Olin will be substituted wherever pos- 
sible—that is, where such a change 
can be made without attention to the 
product’s market position. Thus, while 


such high equity names as Squibb and 
Winchester-Western will remain, West- 
ern Brass will be changed to Olin Brass, 
Frostkraft Containers to Olin Contain- 
ers, Frost Lumber to Olin Lumber, etc. 
The fact that the company will begin 
to identify itself as Olin, instead of by 
its full legal name, was announced in 
full-page newspaper advertisements in 
April. The agency is Doyle Dane & Bern- 
bach. Under the headline “Please Call 
Us By Our First Name,” copy stated 
that the previous full corporate signa- 
ture was difficult to say and sometimes 
hard to remember and that in the fu- 
ture the company would use the short, 
communicative “handle” Olin. This ad 
also introduced the new graphic treat- 
ment of Olin incorporating a stylized 
design for the first letter “O.” 
Lippincott & Margulies’ designers 
split the “O” horizontally and formed it 
into a more abstract shape. The lower 
half will usually appear in black and 
the upper half in a color or tone of 
black. Although any dark color may be 
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In Olin Mathieson’s new identity system the 

new Olin signature above replaces the full 
12-syllable signature, Olin Mathieson Chemical 
Corporation. This newly designed “Olin” will 
also be used in all divisional signatures. The new 
Olin signature features a stylized treatment of 
the initial letter “0,” the, top half of which 

will usually appear in a half tonel or color. 
Purpose of the "0" design, created by the 
design firm of Lippincott & Margulies, is to 
imply strength and substance and at the same 
time provide the company with a graphic form 
which can be used as a separate design element. 
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used, the mark will most often be seen 
with the top half in red. 

The purpose of this treatment of the 
“O” was to provide the corporation with 
a graphic element which, once it has 
had sufficient exposure, can be used 
separately as an abstract mark. 

According to Henry Hunter, Olin’s 
Director of Communications, the new 
graphics and nomenclature program 
was undertaken for four reasons: 1) Re- 
search indicated that the company’s 
full legal title was too long and cum- 
bersome and, in view of Olin’s activities 
in metals, packaging and arms and am- 
munition, over-emphasized the chemi- 
cals aspect of its business. 2) The 
previous corporate mark, which was an 
“O” resting atop the letter “M,” had 
the disadvantage of being a pair of 
initials which in a company like Olin 
are not communicated often enough to 
be identified and remembered. 3) Hav- 
ing expanded through a number of 
mergers and acquisitions, the company 
suffered from too many brand names 
and trade-marks. 4) Advertising and 
sales promotion budgets were being 
diffused in the attempt to establish and 
promote too many separate products 
and product groups. 


Uniform signatures for all of Olin’s seven divisions 
based on the new corporate signature will be 
used in all areas of communication including sta- 
tionery, calling cards, advertising, sales promotion, 
billing forms and signage. At left are samples of 
the confusing array of signatures previously used 
within the corporation. Extensive changes also are 
being made within the Packaging Division to 
identify all products as “Olin” as shown above. 
Advertising and sales promotion and all other 
communications material will identify products 
with the new Olin mark. 
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ions A recent exhibit at Gallery 303, Compos- 

poi ing Room, featured the work of 20 de- 

en. signers and artists of S H & L. The 

s of exhibit covered a variety of design 

used areas; advertising, sales promotion, 

le corporate design, display and point-of- 

ail sale design packaging and audio visual. 

,ther In commenting on this scope, SH & L 

lucts said that artists and designers are 


selected for their ability to function 
in all areas. 

Illustrated on these pages is a single 
piece of work by each of the 20 de- 
signers and artists represented at the 
SH & L Exhibition. 
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The Yanks are coming! 
Brought to yeu all season long hy P. Ballantine & Sons 
and the R. J. Tokacce C. Firet Exhibition 
Games af the season, Yankees vs. Cardinals on Saturday, 
March i, and Sunday, March 12, 1:25 PM. Play-by-play 
by: Mel Allen, Red Barber and Phil Rizzuto; Pre-game 
“Baseball Warm-up” SR Marty Gliokmaa at 1:10 PM. 
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As a young commercial artist, Alvin 
Polland was called upon constantly to 
execute lettering in Curves, in perspec- 
tive or in outline for color separation. 

At first the work intrigued him, but 
time and experience failed to shorten 
the hours required to turn out that 
kind of work. The finished art somehow 
never reflected the tremendous amount 
of hard work entailed. Yet the client 
thought that he was being overcharged. 
Seeking a substitute for all this hand 
art, he turned to the camera. In the 
15 years that followed, he developed 
and adopted numerous techniques and 
devices that eventually led to the 
manufacturing of his own photographic 
equipment. 

His company, The Statmaster Corpor- 
ation, until recently specialized in 
photographic units with which the non- 
professional could produce reproduc- 
tion-quality stats, copyprints, film and 
screened veloxes. 

Last year, however, Statmaster intro- 
duced its Modiflex, a unit that per- 
forms those chores, and also enables 
the artist to create new art forms with 
trick photography. How this is done is 
explained in his own words in the 
following article by Alvin Polland, 
President, Statmaster Corporation. 
IRE EM ALS STAT 
By means of trick photography (or 
camera modification) the following 
changes can be made in flat copy: 
Reproportioning, italicizing, curving, 
perspectives, italic-perspectives, out- 
lines and cast shadows, bas-reliefs or 


third dimensional effects, sur-printing, 
thinning and weighting and prevention 
of distortion resulting from rotary 
printing. 

Before the all-in-one unit, the pro- 
fessional photo service had to use a 
battery of costly cameras. Trick pho- 
tography was offered by a few special- 
ists who had spent years developing 
equipment and techniques. Prices 
often were too high for even the most 
affluent advertiser. 

The original objective of camera 
distortion was to produce bizarre or 
weird effects. Distortion of flat copy 
rarely was used in advertising, except 
as a stunt. You may recall the Bromo- 
Seltzer ads showing a photo of a 
man’s head greatly exaggerated. Such 
an effect could not be called a camera 
modification, since it was not con- 
trolled as it is today, and it did not 
have to follow a layout with exactness. 

Modern camera modifications are 
produced by means of precise methods 
and precision equipment. Protractors 
and scales are used to ensure the ut- 
most accuracy of size and degree of 
modification. 

Reproportioning, italicizing and cor- 
recting for rotary printing distortion can 
be governed with the aid of special 
charts and lenses. Techniques to 
achieve other effects have been so 
simplified that almost everyone can 
turn out professional results after a 
little instruction and practice. 

A most popular form of camera modi- 
fication is reproportioning—enlarging or 


reducing one dimension while keeping 
the other constant. One-way enlarge- 
ment or reduction can be accurately 
controlled from 1% to more than 
100%, while retaining sharpness of re- 
production. This technique usually is 
applied to type, cold or metal, hand 
lettering, logotypes, trademarks and 
certain photos and illustrations. 

Artists heretofore have been handi- 
capped by the fact that larger type 
requires longer lines to carry an iden- 
tical message. Too often, when a more 
condensed styie could not be _ had, 
valuable display space was lost. When 
expanded headings were needed, proper 
styles often were even more limited. 
The artist-photographer now can fur- 
nish the client with a multitude of 
modifications from a given type face, 
permitting him the best choice for his 
layout. 

Reproportioning is even more exciting 
as applied to entire ads, especially 
since many advertisers have a basic ad 
prepared for different publications. 

Heretofore, where page or column 
sizes varied, sacrifices had to be made 
to fit the ad into the proper linage. 
With reproportioning, an entire ad can 
be stretched or condensed to fit the 
space without loss of detail or read- 
ability, at little extra cost. 

If an ad contains a photo or drawing 
that cannot take distortion, the rest of 
it can be reproportioned to the desired 
size. Then the illustration alone can 
be enlarged or reduced and stripped 
into the proper ad. 




















New Art Forms through Reflective Photography 


Reproportioning has other advantages. 
Old art or logos can be given a new 
look by making circles into ovals, or 
vice versa. Photos or illustrations of 
books, cars, buildings, machinery, etc., 
can be given more impressive propor- 
tions. 

Dimensional illustrations in line, 
such as packages, can be exaggerated 
for improved legibility or better de- 
sign simply by reproportioning one side 
which may have become too condensed 
in the original perspective drawing. 
Objects which may appear too fore- 
shortened when photographed in sharp 
perspective, can be elongated to ori- 
ginal size, or exaggerated to add 
glamour. 

With the Modiflex, two methods are 
used in reproportioning. In one, the 
copy is placed in position on the copy- 
board, lining up the horizontal and 
vertical crosslines with those on the 
board. It then is set for same-size re- 
production and titled. A control chart 
is used to indicate the degree of slant 
which is measured on the Modiflex 
protractor. 

The first shot results in a perspec- 
tive, either foreshortening the height 
or width about halfway. After the print 
has been processed and dried, it is 
placed again in the center of the board, 
upside down, with the board tilted to 
the same degree as before. 

The second shot corrects the per- 
spective and results in the amount of 
modification required. To stretch height 
or width of any copy, the platen on the 


inside of the camera is tilted instead 
of the copyboard. 

Reproportioning also can be ac- 
complished without the tilting copy- 
board or platen. This is done by plac- 
ing the copy on the copyboard as be- 
fore, and placing a distortion lens over 
the copy. This lens is either concave 
or convex. One shortens the copy 
while the other stretches the copy in 
one direction. By raising the lens 
away from the copy by degrees, the 
amount of distortion is increased. 
Limits are determined by the curvature 
of the lens, but additional degrees of 
distortion can be attained by shooting 
the copy twice or more under the same 
lens. 

Italics also can be made up to 15 
degrees with this same type of lens. 
By placing the copy at a 45-degree 
angle to the horizontal and vertical 
sides of the lens, either to the right 
or to the left, an italic will result. 

The other method for creating italics 
of greater degrees is to place the 
copy on the copyboard at a 45-degree 
angle, and tilting the copyboard ac- 
cording to the chart provided for this 
purpose. The copy has to be shot 
again in an upside down position to 
correct the perspectives and to in- 
crease the slant. 

Straight styles can be slanted to any 
degree, as can faces which have too 
little slant. Copy can be held to same 
size, or reproportioned simultaneously 
with italicizing, thus achieving two 
effects at once. 





Perspectives can be done in a wide 
variety of shapes and degrees. To 
make a head-on perspective with both 
sides traveling to a common vanishing 
point, you place the copy in the center 
of the copyboard, the same as for 
reproportioning. Tilt the copyboard and 
the platen to the same degree. If a 
shorter effect is desired, level the 
platen a bit. If an elongated perspec- 
tive is desired, tilt the platen more and 
level the copyboard slightly. To achieve 
extreme perspectives, one must shoot 
the copy two or more times. 

To achieve italic perspectives or 
double perspectives, the platen must 
tilt from left to right, or right to left, 
as well as forward and back. This side- 
wise tilt, in conjunction with the for- 
ward or backward tilt, will result in a 
two-way perspective, or an italic per- 
spective, depending on how the copy is 
placed on the board. 

Outlines, cast shadows and bas-re- 
liefs require negative and positive film 
from the original copy. By placing the 
negative over the positive and making a 
series of shifting and multiple expo- 
sures, an outline can be formed. The 
degree that the negative is shifted away 
from the positive, plus the length of the 
exposure, will determine the weight 
of the outline. 

Cast shadows are made by a series 
of shifts and exposures in one direc- 
tion. For a third-dimensional effect, 


the method is the same as for outlines, 
except that the exposures are shorter 
and the shifting is done while exposing. 
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To achieve a Soft, hazy, air-brush effect, 
cut down on the exposures even more. 

Surprinting requires two negatives, 
one in tone for the background, and 
one in line for lettering or type. They 
are placed in alignment over the light 
box in the copyboard. First, one nega- 
tive is printed and removed; then the 
other is over-printed. Instead of a 
continuous tone negative, a screened 
negative may be used. If desired, a 
positive of the type or lettering may be 
substituted for the negative, producing 
white lettering out of the tone or 
screened background. 

Thinning and weighting can be pro- 
duced in varying degrees from line 
copy by a series of over-exposures, or 
by placing the copy slightly out of 
focus with the platen. By over-expos- 
ing, the copy will either be weighted 
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or thinned, depending on whether the 
copy is negative or positive. 

If type, lettering, or an ink illustration 
is too thin for extreme reduction, it 
can be heavied up with this method. 
lf it is too heavy for extreme enlarge- 
ment, or too bold for printing on pulp 
stock, it can be thinned to any desired 
degree. Also, type and lettering styles 
can be radically changed by thinning 
or weighting. 

One of the newest photographic as- 
sists to the artist is the development 
of a special lens to correct copy for 
the distortion resulting from rotary 
printing. In many cases, the distortion 
that occurs to oval and circle designs 
is serious. 

To compensate for distortions, the 
copy is placed on the copyboard as for 
a stat or film shot. The board and 
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Demonstration of camera modification at work. 
“A” is original art. “B” is photostatic reduction. 
Note width of lettering does not fit the entire 
area. “C” illustrates how, by camera modification, 
the width of lettering now matches the original 
(A), but maintains the shorter height. These modi- 
fications were accomplished with aid of a Stat- 
master modification lens. 


platen are set to corresponding size. 
The lens then is placed over the copy, 
and the shot is made either on paper 
or directly on litho film. This method 
saves many hours of costly art and is 
achieved as easily as making a stat. 

Another contribution of the camera 
to commercial art is a new technique 
for making automatic drop-outs on one 
piece of film, without opaquing or 
masking. Excellent results can be 
obtained either from original art or 
from photo copies. No chemical prep- 
aration is needed. 

Since the finished screened print 
is made by projection instead of con- 
tact printing, the operator needs only 
two magenta screens, one, 65 line, the 
other 100 line. From these screens, he 
can achieve the full range of sizes, 
from 30 to 150 lines. 
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Creative effort is not harnessed like 
electricity, but unleashed like a bolt 
of lightning. It stems from deep re- 
cesses of man’s own imagination, trig- 
gered by all the experiences he has 
had and by impressions he himself has 
never labeled. 

It was with this idea germ that the 

Monsen ad series was begun under the 
theme, “What is Typography.” 
What are the results when you turn six 
top designers loose on an advertising 
series and permit their efforts to be 
unrestricted, blue sky creation? 

Here’s what happened when monsen 
typographers gave six designers com- 
plete design freedom. 

Initial planning was built around a 
list of standard dictionary definitions 
for typography characteristics, such as 
typography is a science, typography is 
a language, typography is a craft, pre- 
pared under the direction of Monsen’s 
advertising agency, Robertson Adver- 
tising. From this list, the designer 
would choose a subject and from then 
on the project was his alone. Monsen 
Typographers would offer no advice, 
suggest no layout, nor discuss progress 
of others in the project. 

Each of the six participating de- 
signers would be furnished a_back- 
ground booklet as to the objective of 
the ad series, people toward whom the 
ads would be directed, media to be em- 
ployed and information about the Mon- 
sen logotype and its variations. 

Layout and design would be deter- 
mined solely by the designer. If he 
required typography to illustrate his 
work or for samples, this would be 
supplied by Monsen. 

From a list of designers, chiefly in 
the Chicago area, six expressed interest 
in the project and agreed to the 





proposal. They, and the subject theme 
each personally selected, were: Bruce 
Beck of Chicago, Typography is a 
language; Ed Bedno of Chicago, Typo- 
graphy is a science; Morton Goldsholl 
of Chicago, Typography is an_ art; 
George Rappaport of California, Typo- 
graphy is a craft; Bert Ray of Chicago, 
Typography is an instrument; and Carl 
Regehr of Chicago, Typography is an 
attraction. 

Deadlines for the project were flexible 
to avoid creating unnecessary pressure 
on the artists. Each was asked to sub- 
mit finished, black and white artwork 
ready for the engraver. 

Elements for each ad were kept at a 
bare minimum in accordance with the 
latitude promised each of the de- 
signers. These elements included: 

1. Headline and copy. 2. The Monsen 
logotype. 3. Addresses and telephone 
numbers of the Monsen Chicago and 
Los Angeles plants. 

Since each of the ads would include 
the three basic elements, it was not 
thought that this would alter the free- 
dom of expression permitted each 
artist for the full-page layouts. 

Selecting for his theme, “Typography 
is a language” Bruce Beck, devised a 
facial image of classic feature as back- 
ground, with lips of the figure slightly 
pursed, as in speech. Superimposed 
over the facial image are 39 different 
individual letter and numeral examples 
of typography, which appear to float, as 
musical notes, before the figure. 

Stark, dramatic effect was achieved 
by Edward Bedno, who selected “Typo- 
graphy is a science” as theme. Three 
glass test tubes, photographed in posi- 
tion in a laboratory rack, hold type 
slugs, a curled proof sheet and samples 
of individual type faces .. . the camera 
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capturing the settings almost in sil- 


houette. 

For his theme, George Rappaport, 
representing West Coast design efforts 
for the project, selected “Typography 
is a craft.” 

Severe, bold effect is achieved by 
Rappaport, who uses a chase in which 
have been locked letters and numerals 
appearing in order of frequency .. . 
photographed against a plain white 
background. 

Theme of this ad is punctuated with 
simplicity in the compositor’s quoin 
key, which rests at an angle against 
the form... framing the headline and 
copy. 

In a departure from the photographic 
form, Carl Regehr achieves interest 
with the theme “Typography is an at- 
traction,” utilizing lower case type faces 
in silhouette, seen in a variety of three 
sizes, running vertically in the layout 

. a sort of O-filler’s technique in 
reverse . . . showing that even though 
you partially destroy the letter form 
the attraction and readability of type 
remain. 

Simplicity in design is used by 
Bert Ray, who chose as his theme 
“Typography is an instrument,” pic- 
turing an outline of the world globe, 
balanced deftly across the point of a 
black triangle . . . the theme line 
itself serving as a leverage bar moving 
the globe. 

Visible as the background of the 
globe is a reproduction of a newspaper 
page column dealing with foreign af- 
fairs . . . designed to allude to the 
theme definition “Typography is an 
instrument,” which runs vertically be- 
neath the triangle. It reads: “... Any- 
thing used in doing certain work or in 
Producing a certain result, especially 


Typography is an attraction* quay» 
*that 
which 
allures 
or 
entices; 
a 
charm 
The 
American 
College 


Dictionary 
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typography is a language 








Typography is more than exact letter symbols; it is a languag 





the unmistakable overtones that convey meanings far beyond the printed words 





Bruce Beck 











Bert Ray 
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such as requires delicacy, accuracy or 
precision .. .” 

“Typography is an art” is the theme 
selected by Morton Goldsholl, of Chi- 
cago, who employs a unique back- 
ground technique to capture attention. 

In this design, the theme line appears 
in large block letters which seem to 
be suspended on arbitrary lengths of 
invisible thread . . . all superimposed 
above the mysterious background, a 
maze of shadows. 

To gain his background effect, Gold- 
sholl actually crumpled stiff white 
paper, photographed it, and again 
crumpled the finished photograph for 
added depth on the finished ad plate. 

Goldsholl has the theme line re- 
peated in italics at the lower left corner 
of the layout, underlining the IS in 
“Typography is an art,” in order to 
understand his personal feeling on the 
subject. 

In addition to the space advertising 
campaign, the six interpretations were 
used in a series of direct mail. These 
were four-page brochures, including not 
only a full-page reprint of the original 
ad, but brief biographical sketches of 
each of the designers, a _ full-page 
photograph of the man at work, with 
only the back page devoted to the 
corporate message. 

President Gordon Monsen sums up 
his feelings about the company in this 
way. “We feel the total ad series re- 
flects the purest expression of attitude 
these men have about typography, one 
of their basic tools, and at the same 
time is an example of why the designer 
performs best when unhobbled by 
direction from a well meaning agency 
or Client.” 
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Typegragiry is 2 Science: Kawwtedge, as of facts wr principles pated by tystrmatic study (The Americas Callege Dvetienary) 
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Freedom Unlimited 


Ed Bedno 























INTERNATIONAL DESIGN CONFERENCE IN ASPEN, COLORADO, USA JUNE 18/24, 1961 
“We propose to examine the broad and fascinating area of man's development as a problem-solving animal; to 
discuss the various forces that, acting upon man, have enabled him to develop the skills and acquire the knowledge 
with which he has fashioned his environment and overcome its obstacles. We shall have people from various 
disciplines and arts who will discuss their attitudes about these matters and how these ideas relate to their own 


2ndeavors. We anticipate that the conferees will find ample opportunity to question and relate their own 


activities in the light of the discussions by the speakers.”’ Herbert Pinzke/IDCA Program Chairman, 1961 


nformation contact: James Cross, General Mermbership Chairman, 9744 Wilshire Bivd., Beverly Hills, Calif./W.M. de Majo, European Membership Chairman, 33 Jubilee Pi., London SW 3, Eng. 
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This is a demonstration of Mead- 
Wheelwright POTOMAC COVER, a grade 
that reproduces full color process or 
black-and-white printing with exacting 
fidelity by lithography or letterpress. 
Its excellent bulk and fine formation 
afford the strength necessary for 
proper folding, scoring, die-cutting or 
embossing. The ideal choice for annual 
reports, catalogs, portfolios, manuals, 
menus. Available in White plus twelve 
exciting colors through your Mead- 
Wheelwright Merchant. Specify Mead 
and choose from the world’s broadest 
line of fine printing papers! you GET 
MORE FROM MEAD...the moving force in 
Paper and Packaging. 


Lithographed on Mead-Wheelwright POTOMAC COVER, White, 80 Ib. 


... MEAD-WHEELWRIGHT POTOMAC COVER! 








Mead Papers, Inc., a subsidiary of : j Y 


The Mead Corporation, Dayton 2, Ohio 
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PRINT 


Every designer is aware of the im- 
portance of selecting the right paper 
to communicate his ideas. Yet it is 
no small task to stay in touch with the 
great range of stocks and colors avail- 
able for use. Print will continue to 
keep readers aware of new develop- 
ments in this area, and to present ideas 
for a fresh look at already existing 
stocks. Here are a few instances where 


the selection of paper has either pro- 
vided an addition to the design mes- 
sage, or has been the heart around 
which the entire design was created. 


This section also tells about new 
papers, available sample books, and 
other paper aids. Starting with this 
issue, “Letterhead Design” will be part 
of this new Paper & Design” feature. 
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FRESH VIEWPOINT: Cover and content 
of two recent editions of “Full Bleed,” 
official publication of the Art Directors 
Club of Washington, D. C., demonstrate 
fresh approaches to both paper and 
design. The cover of the February 
issue is a brown corrugated sheet with 
a special stamp on the smooth front 
indentifying the publication as the Val- 
entine issue, and the ribbed side form- 
ing the inside covers. The printed 








pages include a likeness of Lincoln 
and Washington made up of letters 
and symbols found on a standard type- 
writer. The March edition of Full 
Bleed is printed on textured stock and 
uses actual hand-writing reproduced in 
black and green. The front cover has 
a red wax seal tipped on the front. 
Interesting feature of the contents is 
an unusual calendar heralding the com- 
ing of spring. 





























































Paper & Design 


COVER LIFE: These two catalog covers 
designed for the Bowman Steel Cor- 
poration required a plastic binding 
which would make the balance of the 
catalogs flexible in content. August A. 
Saul, Jr., chose Champion’s Kromekote 
cover for the design because of its 
ability to withstand this extra amount 
of handling, and because it gave a 
plastic-like finish to the booklets. 


PAPER—THE BASIC INGREDIENT: A 
lime-green paper combined with knowl- 
edgable use of printing processes pro- 
vided not only an additional color for 
this card design for MPO but served 
as the basic ingredient for the entire 
design. The figures were created 
through overprinting textured masses 
in colors (blue and mauve). Designed 
by Lionel Kalish. 

EXERCISE IN COLORED PAPER: A 
recent edition of “Design and Colored 
Paper,” from DuPont's Dyes and Chem- 
ical Division,is a four seasons calen- 
dar, with different stocks used through- 
out. The cover is Curtis Tweedweave 
cover stock in brown; introduction is 
on gray Strathmore Rhododendron 
stock; Winter is on Peninsular’s Wol- 
verine Cover in dark blue; Spring on 
Hamilton’s Andorra Cover in green; 
Summer on Hammermil’s Dura-Glo 
Cover in yellow, and Fall on Arthur 
Schroder’s Pine Tree Cover No. 94. 


BOWMAN STEEL CORPORATION 


BOWMAN 
STEEL 
CORPORATION 





SLONGOYd ONIGIING 
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Perspectives in 


“THE PASTIME” 


..on Curtis Ivory Colophon 

















“Perspectives in The Pastime” was lithographed in Four Color 
Process on Curtis Ivory Colophon Cover, Basis 65. White and Ivory 
Colophon is supplied in 704 and 804 Text and 65/ and 80# Cover. 
White Colophon is also available in 100# Text. The line drawings of 
the baseball players are from The Bettman Archive. 


Curtis papers are nationally distributed 


through these leading paper merchants 


AKRON, OHIO 

The Petrequin Paper Company 
ALBANY, NEW YORK 

W. H. Smith Paper Corporation 
BALTIMORE, MARYLAND 
The Paper Supply Company 
White-Rose Paper Company, Inc. 
BETHLEHEM, PENNSYLVANIA 
Wilcox-Walter-Furlong Paper Company 

of Bethlehem, Inc. 

BOSTON, MASSACHUSETTS 
Lindenmeyr Paper Company 
BUFFALO, NEW YORK 

Hubbs & Howe Company 
CANTON, OHIO 

Herrington Paper Company 
CHARLOTTE, NORTH CAROLINA 
Charlotte Paper Company 
CHICAGO, ILLINOIS 

Bradner Smith & Company 
Chicago Paper Company 

Moser Paper Company 

Reliable Paper Company 
CINCINNATI, OHIO 

Merchants Paper Company, Inc. 
CLEVELAND, OHIO 

The Petrequin Paper Company 
COLUMBUS, OHIO 

Sterling Paper Company 
DALLAS, TEXAS 

Graham Paper Company 
DAYTON, OHIO 

Hull Paper Company 
DENVER, COLORADO 

Graham Paper Company 
DETROIT, MICHIGAN 
Seaman-Patrick Paper Company 
EL PASO, TEXAS 

Graham Paper Company 
GRAND RAPIDS, MICHIGAN 
Central Michigan Paper Company 
HARTFORD, CONNECTICUT 
Henry Lindenmeyr & Sons 
HARRISBURG, PENNSYLVANIA 
Wilcox-Walter-Furlong Paper Company 
HOLYOKE, MASSACHUSETTS 
Plymouth Paper Company, Inc. 
HOUSTON, TEXAS 

L. S. Bosworth Company, Inc. 
Graham Paper Company 
INDIANAPOLIS, INDIANA 


=> Indiana Paper Company, Inc. 


JACKSONVILLE, FLORIDA 
Jacksonville Paper Company 
KANSAS CITY, MISSOURI 
Tobey Fine Papers, Inc. 
Wertgame Paper Company 
LANCASTER, PENNSYLVANIA 
Wilcox-Walter-Furlong Paper Company 
LOS ANGELES, CALIFORNIA 
Ingram Paper Company 
LOUISVILLE, KENTUCKY 
Rowland Paper Company 
LUBBOCK, TEXAS 


Graham Paper Company 


CURTIS PAPER COMPANY 


LYNCHBURG, VIRGINIA 
Caskie Paper Company, Inc. 
MACON, GEORGIA 
Macon Paper Company 
MADISON, WISCONSIN 
Moser Paper Company 
MANSFIELD, OHIO 
Sterling Paper Company 
MEMPHIS, TENNESSEE 
Graham Paper Company 
MIAMI, FLORIDA 
Everglade Paper Company 
MILWAUKEE, WISCONSIN 
Dwight Brothers Paper Company 
Reliable Paper Company 
MINNEAPOLIS, MINNESOTA 
C. J. Duffey Paper Company 
MOBILE, ALABAMA 
Partin Paper Company 
NASHVILLE, TENNESSEE 
Clements Paper Company 
Graham Paper Company 
NEW HAVEN, CONNECTICUT 
Henry Lindenmeyr & Sons 
NEW JERSEY 
HILLSIDE 
Lindenmeyr Schlosser Co. 
NEWARK 
Forest Paper Corp. of New Jersey 
Linde-Lathrop Paper Company, Inc. 
NEW ORLEANS, LOUISIANA 
Graham Paper Company 
NEW YORK CITY, NEW YORK 
The Alling & Cory Company 
Miller & Wright Paper Company 
The Canfield Paper Company 
Capital Paper Company, Inc. 
Crestwood Paper Company, Inc. 
Forest Paper Company, Inc. 
Linde-Lathrop Paper Company, Inc. 
Lindenmeyr Schlosser Co. 
Marquardt & Company 
Nelson-Whitehead Paper Company 
The Whitaker Paper Company 
Willmann Paper Company, Inc. 
OKLAHOMA CITY, OKLAHOMA 
Graham Paper Company 
ORLANDO, FLORIDA 
Central Paper Company 
PHILADELPHIA, PENNSYLVANIA 
A. Hartung & Company 
The J. L. N. Smythe Company 
Wilcox-Walter-Furlong Paper Company 
PHOENIX, ARIZONA 
Graham Paper Company 
PITTSBURGH, PENNSYLVANIA 
General Paper Corporation 
PORTLAND, OREGON 
West Coast Paper Company 
PROVIDENCE, RHODE ISLAND 
Providence Paper Company 
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RALEIGH, NORTH CAROLINA 
Raleigh Paper Company 
READING, PENNSYLVANIA 
The J. L. N. Smythe Company 
Wilcox-Walter-Furlong Paper Company 
RICHMOND, VIRGINIA 

B. W. Wilson Paper Company, Inc. 
ROCHESTER, NEW YORK 
Genesee Valley Paper Company 
ROCK ISLAND, ILLINOIS 

C. J. Duffey Paper Company 
ST. LOUIS, MISSOURI 

Graham Paper Company 

Tobey Fine Papers, Inc. 

ST. PAUL, MINNESOTA 

C. J. Duffey Paper Company 
SAN ANTONIO, TEXAS 
Graham Paper Company 
SAN FRANCISCO, CALIFORNIA 
Wilson-Rich Paper Company 
SAVANNAH, GEORGIA 
Atlantic Paper Company 
SCRANTON, PENNSYLVANIA 
Wilcox-Walter-Furlong Paper Company 
SEATTLE, WASHINGTON 
TWEEDWEAVE and STONERIDGE 

Carpenter Paper Company 

SHALIMAR 

West Coast Paper Company 
SPOKANE, WASHINGTON 
McGinnis Independent Paper Co., Inc. 
SPRINGFIELD, MISSOURI 
Wertgame Paper Company 
SYRACUSE, NEW YORK 
Genesee Valley Paper Company 
TACOMA, WASHINGTON 
Allied Paper Company 
TALLAHASSEE, FLORIDA 
Capital Paper Company 
TAMPA, FLORIDA 

Tampa Paper Company 
TOLEDO, OHIO 

Cannon Paper Company 
TUCSON, ARIZONA 

Graham Paper Company 
WASHINGTON, D.C. 

Frank Parsons Paper Company, Inc. 
WICHITA, KANSAS 

Graham Paper Company 
YAKIMA, WASHINGTON 
Carpenter Paper Company 
CANADA 

LONDON, ONTARIO 

Buntin Reid Paper Co., Limited 
MONTREAL, QUEBEC 

Kruger Paper Company 
OTTAWA, ONTARIO 

Buntin Reid Paper Co., Limited 
TORONTO, ONTARIO 

Buntin Reid Paper Co., Limited 
ALL EXPORT ORDERS 
Dayton, Price Company 

New York City, New York 











DUAL EFFECT: A brochure produced 
for the Martin Company shows how the 
effect of using different papers can 
be achieved with same stock. The piece 
utilizes half sheets in different colors 
to provide chapter breaks and a design 
element. Although the full sheets and 
half sheets are the same paper, the 
difference in color and size, plus the 
visual treatment, give the reader a 
distinct impression that various stocks 
have been employed. This piece also 
has an interesting cover which makes 
effective use of a silver metallic paper 
with the firm’s name embossed. 
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EYE CATCHING MAILER: Designer Dick 
Flack chose Mohawk construction paper 
in deep blue to announce to clients 
and friends that he was moving. Be- 
sides adding dramatic interest to the 
mailer, the paper is receptive to the 
silk screen design and strong enough 
to withstand the mails. An actual 
feather is attached and gives an extra 
dash. 


my hat ts now hanging on a new 
and larger hat rack at 225 east 


47th street, ny 17, ny: 
plaza 5-0440: ask for 


tik Hack 





Paper & Design 


GREETING PAPERS: Champion has in- 
troduced a new line of “Minstrel” greet- 
ing papers available in four grades in 
a wide variety of fancy finishes, shades 
and weights. The new Ministrel grades 
are Lyric, Roundelay, Sonnet and Bal- 
lade. Lyric is a bright white paper de- 
veloped for use on higher priced cards 
and available in a range of weights 
from Sub 20# to 82+ in Vellum and a 
variety of embossed patterns. Rounde- 
lay is a sheet for conventional lines, 
and is available in Vellum and fancy 
finishes in white and natural shades. 
Sonnet is a low priced embossed finish 
sheet, and said to be good for the high 
count box assortment where an em- 
bossed finish is desirable. Ballade is 
the lowest price grade in the line, and 
may be used to advantage for low price 
box assortments. 

An attractively designed swatch book is 
available upon request. Champion 
Paper and Fibre Company, Hamilton, O. 


LETTERPRESS PAPERS: A swatch book 
is available with samples of two new 
letterpress papers: English Finish, said 
to be well suited for books, and Egg- 
shell, recommended for books and 
direct mail pieces. Swatch book con- 
tains five samples of the new papers 
in four basic weights. The introductory 
page illustrates the reproduction quali- 
ty of the English Finish with two colors 
and a halftone. Copies of the swatch 
book are available from the New York 
& Pennsylvania Company, New York, 
N. Y. 

A NER AD TUNER es INRA INSANE 
BOOK PAPER: A sample book and a 
four-color brochure printed on the stock 
are available which demonstrate the 
new Beckett 1848 Traditional line. The 
paper is available in 70 and 80 Ib. book 


+ 


weights, and in 65 and 80 Ib. matching 
cover weights. It is stocked at the mill 
in Smooth Vellum finish, and the manu- 
facturer says it can also be furnished 
in 14 fancy embossed finishes. Beckett 
Paper Company, Hamilton, O. 


COATED COVER BRISTOL: A folder and 
sample book have been issued to 
describe and demonstrate a new coated 
cover-bristol. The stock is coated two 
sides and said to be an all-purpose 
sheet for single or multi-color printing 
by letterpress, offset-lithography and 
gravure. This paper is stocked in eight 
and 10 point caliper only, and in seven 
sizes. Sample book and folder are 
available. Fine Paper Division of Inter- 
national Paper, New York, N. Y. 
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PAPER KIT: A kit of printed “Eye-deas,” 
the fifteenth in a continuing series, 
is available which provides specimens 
showing results obtained with Bristol 
covers and indexes. Included in the 
kit are a motion piece, a die-cut 
children’s menu, a self-mailer which 
demonstrates the printability of gold 
ink on plate finish uncoated Bristol. 
Kit may be obtained from the Linton 
Brothers Division of Crocker, Burbank 
Papers Inc., Fitchburg, Mass. 
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SPECIMEN PORTFOLIO: The second in 
a series of idea specimen portfolios, 
designed to show the variety of ways 
text and cover weight papers can be 
used, has been issued. Called “Thought 
Starters,” the portfolio contains 10 
original design pieces. Included are 
different treatments of deckle edges, 
die cut applications as well as com- 
mercial and announcement pieces. The 
cover features a feather die cut and a 
swatch of white and six pastel colors. 












If you are interested, copies may be 
obtained from the American Writing 
Paper Corporation, Holyoke, Mass. 






LETTERHEAD DESIGN WORKBOOK; 
The subject matter of four individual 
brochures has been combined into a 
“Workbook of Creative Letterhead De- 
sign.” The subjects covered by text 
and working examples include funda- 
mentals of letterhead design, typog- 
raphy and lettering, illustrative tech- 
niques and color. 

Also found in this publication are 12 
actual letterheads that help demon.- 
strate the concepts covered in the 
text. Copies of this “Workbook” are 
available from the Whiting-Plover Paper 
Company, Stevens Point, Wis. 


















AWARD OF EXCELLENCE—WINNERS;: 
The three winners have been an- 
nounced in second Grand National 
“Award of Excellence” competition 
sponsored by Mead Papers. First-place ¥ 
award went to Boeing Airplane Com- 
pany’s “Boeing 720” brochure, litho- 
graphed on MeadBrite Cover. Second 
place went to “Florida Architecture and 
Architecture International,” printed on 
black and white letterpress and offset 
enamels. Third place winner was the 
“Four Color Guide,” published by Gra- 
phic Publishing Co., and printed on 
black and white letterpress enamel. 
The three judges of the 36 final entries 
were George W. Head, manager of ad- 
vertising and sales promotion, National 
Cash Register Co.; Thomas C. Colt, Jr., 
director, Dayton Art Institute; and 
















Ralph E. Herby, production manager, 
the E. F. MacDonald Co. The Mead 
competition is now in its twelfth year, 
and was expanded to the present for- 
mat two years ago. 
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No sir. Blue is for boys. Pink is for 
girls. And get it right because moth- 
ers deeply care about this color 
distinction. Thus, from the cradle 
forward, color is an important and 
dominant element in our lives. Even 
in unromantic business. 
Colors—Howarp Bonp colors— 


identify, instruct, get things done 


HOWARD PAPER MILLS 


Howard 


Companion Lines: Howard Ledger * Mimeograph 


Printed on Maxwell Offset 


Is Blue for girls? 


whether used for business forms or 
other kinds of business printing. 
Too, Howarp Bonp in its twelve 
clean, clear colors, gives a satisfying 
two-color effect at the price of one 
color printing. To many aspects of 
your business, Howarp Bonn offers 
the moving, energized benefits that 
only color obtains. 


Hairy 
“*‘The Nation’s Zann 






DIVISION OF \*)St.Re 


: 


So have your secretary locate your 


Howarp distributor and ask for 
samples. Or, easier still, ask your 
printer to bring you a Howarp 
Bonp sample book. And remember, 
Blue is for boys. 

Y y 7 


ALL HOWARD PAPERS are quality 
controlled by Accupay. 
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LIKE THE ORIGINAL: The designer of Teer : 
this direct mail piece for an illustrator aaa yet tf 7 
felt it should not look like a promotion pes gfe x ? 
that might come from a designer or art 4444 gael 
director. To retain the feeling of the ne pool 
original drawing which was done by the pepeeee! 
illustrator himself (Jim Spanfeller) the Thee J 
designer, Stanley Fein, selected Lin- raee4" | 
weave’s Della Robia paper-in ivory for papper? | 
its similiarity to drawing paper. In or- 'ppe 444 | 
der to make the message as uncommer- pee | 
, : pee 
cial as possible, he integrated the type " poe | 
into the actual drawing in an interest- ree eee p m ~ 3 
ing pattern. To further the feeling of EDR \ | 
original art, the piece was printed in TIL | 
sepia colored ink and mailed in a flat pepe ee | 
manila envelope to look as though the ope pPF | 
artist had delivered the drawing him- hagegaae 
self nappa | 
pepe 
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153 SPRING STREET, NEW YORK 12°CAnal 6-4562 
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LOOK OF MYSTERY: A duplex paper 
stock combined with an abstract de- 


Sign adds prestige and an air of mys- = Reprints of 12-page Paper Mer- 


tery to this annual report for the New 


York Mirror's youth program. The cov- — Chant Directory for Specifiers Still 


€r contains no copy but the abstract 


of a flowering oak tree which repre- — Available at $2 per Copy from Print 


sents the program's theme: “This tree 


—whose roots are in a drain becomes Ci i j 
irculation Dept., 1519 Connecticut 
the greenest Oak!” Mead Spotlight Py 
Cover was chosen for the booklet by | 2 A j 
— Ave., Washington, D. C. 
designer James W. O'Bryan of the New | — ‘ Bron, 
York Mirror. 
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At three times the price, 
you can’t buy a better luci! | 
SOLD DIRECT ONLY 

with a ten day | 
money-back GUARANTEE 

18”x 24” focal plate, C 
17”x 23” copy board. 
Four dia. up or down. 
Hundreds sold to the 
Nation's top firms... 
never a return! 


19 00 complete with 


Raptar F 4.5 lens 

Send for literature today! 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A:27, NO. 1-0637 
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Advance Theater Foundation, Los An- 
geles, California. 

A Shakespearean quote “All the world’s 
a stage...” is the copy that surrounds 
this letterhead design in sans _ serif 
type. The envelope incorporates the 
same theme but the quote ends sooner 
due to the space. Both were designed 
for the Advance Theatre Foundation. 
Name and address of the foundation 
are printed in gold, the quote in black. 
Designed by Mason-Vise Design, Los 
Angeles, California. 
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OCCASIONALLY, ONE NEEDS A NOVE OF 








Oft stated, by brainy thinkers and brawny doers, is the idea that Life consists largely of 
an endless repetition of routine acts. The morning shower, the evening paper, the 8:13 in 
and the 5:43 back. The Monday afternoon staff meeting. The Saturday golf match. The 
monthly meeting of the Zarathustra Society. 




































Occasionally, though, this orderly schedule is broken for most of us by a single, special, 
unique, once-in-a-lifetime, never-again-to-be-repeated event. Sometimes sorrowful, often 
pleasurable, always unpredictable, it invariably demands some sort of communication. On 
these occasions, one needs a note of urgency. Witness these non-recurring — or, so we 
hope — examples: 


I know it’s an impossible deadline, Sam, and Ili never ask you to do it again; but, there 
are any number of shops in town who'd give their eyeteeth to print this job. 


Get it straight, Wimbish — either those hamsters go, or you do. 


Unless you can send at least a partial remittance by return mail, we shall be forced to 
place this matter in the hands of our attorneys. 
If you don’t say, “yes,” Anita, I'll kill myself. 


Marketers are many times confronted with an urgent need to motivate men to move mer- 
chandise. That is when the special-purpose letterhead assumes the same importance, for 
a brief time, as the corporate letterhead itself. 





An Exercise in Special-Purpose Letterheads 


: _ Four examples of short-lived, high-use letterheads: a CG () N Gj R E S S 


¢ q seasonal merchandise promotion, a political campaign, 
be @ civic celebration and a retail sales event. Vitality is the 
a essential ingredient here — but never at the cost of 
good graphics. The designer’s art is fully as important to a “AHEAD WITH WEBB” 
cial-purpose letterhead as to the basic image-builder of 
any business — the corporate letterhead. The same 
‘preoccupation with essentials — layout, typography and color — 
is called for. And the same care in paper selection. The 
p, clean, colorful designs you see here appear at their 
best because they've been lovingly laid on PLOVER BOND. 
Unsurpassed whiteness. Uniform finish. Unmatched press 
performance — lies flat; defies curling. PLOVER BOND. 
Prideful result of the finest raw materials, the 
ultimate in craftsmanship and the purest papermaking 
water in the world. It’s visibly better. 
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You are often called upon to heip solve an urgent need for a letterhead 








containing a note of urgency. On these occasions, contact 
one of the excellent PLOVER BonpD Distributors listed here. They have an 
enviable reputation for responding to your urgent requests with alacrity, 
zeal, and unlimited quantities of the world’s finest letterhead paper. 
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Letterhead Design 


Dominant feature of this letterhead is 
the four squares created by heavy 
black rules. The top square houses an 
embossed circle, the second an em- 
bossed triangle and third an embossed 
square. Final square frames a color 
abstraction. Paper is heavy and has 
the feel of cover stock; size is 8% x 11. 
Joseph L. Baum, Graphic Art Designer, 
Hartford, Conn. 
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Springfield Ad Club, Springfield, Mass. 
This letterhead was designed for cor- 
respondence on the club’s annual 
award dinner. The medallion on the 
letterhead is a reproduction of the 
award given at the dinner. The designer 
has integrated copy with design by 
using copy as the chain for the symbol. 
Legibility was not of too much im- 
portance since the medallion itself 
identified the subject. The copy form- 
ing the chain in the shape of a narrow 
“v” pointing toward the medallion 
made a memorable single unit of what 
might have been a number of scat- 
tered elements. The letterhead was 
printed on White Wove Strathmore Text. 
The green color was selected from the 
Glenn-Killian ink book to harmonize. 
Designed by Jay H. Cox, Remington 
Advertising. 
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Filmotype 


Saves Money 
Makes Money 
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There are thousands of Filmotype Photo 
Typesetting Machines around the world... 
each providing a variety of assets. But when 
the mail rolls in, the basic fact boils down 
to this: users save money, make money with 
Filmotype. 


gune 2% a0? 


‘ ° 

“We are pleased with the speedy production 
of fine and varied lettering and our clients are 
pleased with the sharp, clean quality lettering 
we deliver.” 


¢ Thousands of sizes and styles of Filmotype 
type and lettering! 


e Right from the machine, copy perfect for 
reproduction . .. takes only seconds! 


¢ Finest professional quality, of course, still 
anyone can produce Filmotype copy. 


e Pays-For-Itself Plan makes owning a 
Filmotype easy for anyone! 
Display Type in this advertisement is 
Filmotype .. . body copy is Alphatype. 


Write for complete details today! 


FILMOTYPE 
7500 McCormick Blvd. 


Skokie, Illinois 
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Dean Trimble Imports, San Francisco, 
California. 

Both letterhead and envelopes were 
printed on a Japanese stock in keeping 
with the client's livelihood. Dean Trim. 
ble Imports is a wholesale showroom 
dealing primarily with Japanese an. 
tiques. The letterhead itself is the 
standard Japanese size, considerably 
smaller than ours. Typical oriental 
envelope with end opening has also | 
been used. Both are available in the 
U. &. 

Also in keeping with the “imported” 
theme is an announcement card. The 
card was printed on a_hand-dyed 
(wiped) Japanese paper. The printing 
was in one color, letterpress, and “hit” 
twice for better opacity. Designed by 
Don Smith, Latham, Tyler, Jansen De. 
sign, Chicago, Illinois. 


St. Mary’s College, Notre Dame, Ind. 
An element often neglected in design 
ing letterheads is the envelope. Here 
is an opportunity to immediately estab 
lish identity. Presented are some ex 
perimental envelopes using colored 
stocks, a variety of different sizes and 
design elements. The specimens seen 
were created by students in the Fine 
Arts Department of St. Mary's College, 
Notre Dame, Ind. Norman Laliberte is 
chairman of the department. 
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Standard Vellum Opaque, Pinafore finish, is the paper selected 
for Number Three in our Civil War Centennial Series 




















For maximum reader impact 


STANDARD VELLUM OPAQUE 


Text - Cover: Bristol 









ITEMS STOCKED AT MILL 















TEXT 
BASIS WEIGHT 25 x 38 60 70 
— —_ pre | = 





CARTON PACKED 





Grain Direction Underscored Shoots Carton ios Cartén 
WHITE PLAIN FINISH 

DPS cL Be in oo <u sc sha dag eke 102 1500 119 1200 

238. 2. 5655..- Ge ivcicx aku es 120 1200 140 1000 






















WHITE EMBOSSED FINISH PEBBLETONE PINAFORE 
PEBBLETONE, PINAFORE ONLY ONLY 

on. ERTIES AE eo: Spee 119 1200 136 1100 

BERRIES Sie enresorerer 140 1000 160 1000 

2 SSE eee 232 600 266 600 





PLAIN FINISH—BLUE, BUFF, GRAY, 
GREEN, IVORY, PINK, YELLOW 















BASIS WEIGHT 
WHITE PLAIN FINISH 





PLAIN FINISH—BLUE, BUFF, GRAY, 
GREEN, IVORY, PINK, YELLOW 















BRISTOL 
BASIS WEIGHT 22) x 28) 100 
WHITE PLAIN FINISH 
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Another fine paper from the mills of 
STANDARD PAPER MANUFACTURING CO. 


NEW YORK RICHMOND CHICAGO 


PRODUCTION NOTES: Cover painted in tempera on illustration board; Illustration in oil on canvas, by Jack Woodson. Uniforms 
and equipment from private collections. Lithographed in four-color process inks on a Harris two-color 
press at 4500 iph. Ink sequence: Yellow, Black, Blue, Red. The paper is Standard’s STANDARD 












a 1990 West Sunnyoide Street, Chicago 40 
— Uptonen 8-94.50 


Miyazaki & Assoc., Japanese Imports, 
Chicago, Ill. An embossed series of 
ticles within a circle located in the 
upper right hand corner, and three lines 
if italic type in the left hand corner 
ae the graphic factors in this letter- 
ead. Gray stock is used. The envelope 
tarries no identification other than the 
embossed symbol. Designer is Randall 
8. Roth, Chicago, Ill. 
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This is the thistle, the famous trademark, that stamps 
all Strathmore Iilustration Boards. If this were a sheet of 
Strathmore ///ustration Board, you would achieve the best 
possible results for reproduction purposes from artwork 
on it employing the following art media: @ Air Brush, 
Brush & Wash, Charcoal, Charcoal & Wash, Dry Brush, 
Line & Wash, Pastel, Tempera, Water Color(onthe Regular 
Surface) and Pen & Ink (on the High Surface)..@ Faced 
with 100% Cotton Fiber papers, both sides of Strathmore 
Illustration Board can be used and will stand much work- 
ing over without loss of surface. @ The same thistle trade- 
markalso guarantees the high quality of Strathmore Draw- 
ing Papers and Boards in Medium and High Surfaces 


from single sheet to five ply. Write for free Sample Book, show- 
ing the full line of Strathmore 
Artist Papers and Boards: Strath- 
more Paper Company, 10 Front 
Street, West Springfield, Mass. 





dick davi * designer + 225 east 47 + new york + plaza 5-0440 


dick davi * designer + 225 east 47 » new york * plaza 6-0440 


DESIGNER: Dick Davi Personal letter 
head. Printed by silk screen in white 
and brown and letterpress in_ black. 
Letterhead and envelope are on 20 |b. 
Strathmore Parchment and card is on 
70 lb. Vegetable Parchment. 
















ELAIMIMERIMILI PAPER COMPANY 


ESTABLISHED 1898 


ERIE S, PENNSYLVANIAW 
HAROLD B. WILSON 


DIRECTOR 
ADVERTISING AND SALES PROMOTION 


May 1961 





ARE YOU INTERESTED IN A WAY 
TO GET MORE LETTERHEAD JOBS? 








If you could get more customers for new letterheads--with 
no cost and very little effort on your part--would you do it? 









If your answer is "yes", then see your Hammermill Papers 
salesman now. He has a complete sales kit for you that you can use 
to get more letterhead and envelope jobs this year. 
























First, this kit will show you what Hammermill is doing 
with advertising in leading national magazines to get your customers 
to think of bringing their present letterhead designs up to date. 






Second, this kit offers all the things you need to capital- 
ize on this advertising=-to make it bring dollars into your shop. 
There are free mailing circulars to tell customers how you can help 
them with their letterheads. There are newspaper ads to run in 

your local newspaper. There is a window and counter display card 
that will tell every passer-by of your letterhead printing service. 


Third, there is a complete sales manual--an 83 x 11 book 
on letterhead design--that will make you an expert on the subject. 
Here are the principles and sample layouts that will fit nearly 
every customer or situation. Here are ways to make any letterhead 
look more modern and to make it do a better job--and with type out of 
your own cases. The book also covers such things as the use of 
colored ink and paper, the envelope corner card, matched stationery, 
even the selection of paper. 


Here is a sales plan that really works! It can be just 
as successful and profitable for you as it has for other printers. 
So...see your Hammermill Papers salesman on his next call for your 





free kit. 
Yours for more orders, 
| Ka pee Unter 
etter: 
white P.S. Would you also like a folder showing how to make attractive 
slack. letterhead ornaments out of the type, rule and ornaments in 
0 Ib. your cases? It's included in your kit--illustrated on the 


pack of this insert--and it's free! 














Note the clear, clean, bright whiteness of today’s Hammermill 
Bond. This insert printed by offset on substance 20, Bond 
finish, the most popular paper item for business letterheads. 


Ask your Hammermill Papers Salesman 
for this Sales Kit today. Use the new book on letter- 
head design...ad mats...display card...mailers...sug- 
gested ornament ideas...to get new orders. All free. 
Help yourself to bigger letterhead job profits in 1961! 
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TURN ANY COLOR PAPER 
INTO GREEN: 


Any Art Director can Turn Any Paper into the Pleasureable Green of The U. S. 
Currency. This Professional Attainment rests largely on the Infallible Selection of 
The One Eminently Correct Paper at the Correct Time and The Correct Price. § Given 
over 50,000 Paper-Selection Possibilities, there need be No Finite Limit to the Art Di- 
rector’s Creative Power. Hence his Wife’s Purchasing Power. § This desirable Aim— 
and not merely the Sordid Profit Motive—prompts us to lay at the Art Director’s feet 
the Price Choice of 85,000 square feet of Paper, the Selective Wisdom of 20 quick- 
thinking Paper Consultants, and the Collective Resources of Mead, Hamilton, Kimberly- 
Clark, Howard, International, Whiting-Plover and Many, Many Others. 4 All are 
instantly convertible into Client-Conquering Dummies, Samples, Planned Economy—and 
Ultimate Wealth for the Aspiring Art Director. Ail are within his Time-and-Space 


Annihilating Reach at WO 6-2100. 


H. P. ANDREWS PAPER CO., 7-11 Laight Street, New York 13, N. Y. 


Send for samples of Mead’s MARK 1 Cast Coated, 


the top cast coated sheet on the market today. 


99 








Design 
Studio 


ALBUMS OF NOTE: One of the more 
noticeable designs of record album 
covers is the Folkways series. The 
designs are characterized by thej 
highly sophisticated simplicity. The 
techniques used range from stylized 
lettering, collage, to photography. De 
signer: Dick Smith, Designer's Colle 
borative, New York, N. Y. 














You can achieve many exciting multi- 
color effects with simple, economical 
two-color halftone/duotone printing on 
Apco IMPACT Coated Book and Cover. 


LIN E 


apco 


HALF TONE 


MPACT 


COATED BOOK 


Perhaps you never realized how much “natural- 
ness” of color can be created with Apco IMPACT 
Coated Book (and Cover) and its color related “8 
to 1” inks* in place of conventional black ink. And, 
if you’ve been a bit wary as to how your color jobs 
might come out on these subtle, softly tinted papers 
—just examine this insert carefully. It features 
Apco Impact Mint Green with its correct color- 
related dark Green ink. Note, no black is used what- 
soever. As you can see, the text and illustrations 
reproduce with these important qualities: 


® Typography takes on new clarity and legibility 


® Monochrome line drawings and halftones take on an aura 
of new reality 


® Duotone illustrations take on amazing new “lifelike” depth 
and warmth realism 


® Full color illustrations become “alive” with naturalness be- 
cause they lose the flat, washed out high noon appearance, 
unavoidable with stark white papers and black ink. 


All printing on Apco Impact Coated Book 
with color related “8 to 1” inks commands more 


KX The mark of Restful Reading 


e creates new reader interest 


e enhances “natural” color and 
tone fidelity 





e provides fascinating new effects 


attention because the eye is accustomed and attracted 
to its pleasing natural colors which are faithful re- 
flections of the daily color variations of sunlight. 


Apco IMPACT Creates Interesting ‘Atmosphere’ 

Any pictorial mood can be emphasized for far 
more reader “impact” by skillful selection from the 
five Apco Impact Coated Book Colors:—Jonquil, 
Suntex, Coral, Mint Green and Azure Blue. To 
complement these non-glare “background” paper 
colors, one of four special “8 to 1” colored inks is 
used in place of black. Brown is used on Jonquil and 
Suntex papers; Maroon with Coral paper; Green 
with Mint Green paper and Blue on Azure Blue 
paper. No changes are required in art work, printing 
plates, or process color inks — excepting here, the 
black is replaced with the ink color related to the 
Apco Impact paper color. Naturally, any second 
or third color of your choice can be used for two 
and three color printing. 


“Inks formulated for correct 8 to 1 reflectance ratio 
when used with Apco Impact Papers 








THIS INSERT PRINTED IN 4 COLORS BY OFFSET LITHOGRAPHY- 


Apco IMPACT Increases Legibility and Reading Comfort 


Your copy message also benefits immensely with 
the Apco Impact Coated Book and Ink formula. 
It has long been assumed—the higher the contrast 
between ink and paper, the higher the legibility. But 
is this assumption correct? “No” says Faber Birren 
—one of America’s leading color authorities. ‘““No” 
say leading opthalmologists and reading psycholo- 
gists. Why? 

Detailed scientific tests conducted over long 
periods of time conclude: The high reflectance con- 
trast between black ink and white paper (about 17 
to 1) is actually detrimental to legibility, reduces 
reading speed, comfort and results in eye fatigue. 
Recommended reflectance contrast for optimum legi- 
bility was found to be only 8 to 1. Apco Impact 
formula for printing is a revolutionary departure 
from the past, based on the startling discoveries of 
modern color research. By combining softly tinted 
papers with color related inks, the Apco Impact 
formula achieves the preferred 8 to 1 (hence name of 
inks) reflectance contrast ratio and breaks into an 
entirely new, wonderful world of reading pleasure. 


Apco IMPACT Stimulates Interest in Your Message 


With the Apco Impact formula, readers im- 
mediately respond to the pleasing marriage of paper 
and ink colors. The eye glides smoothly, quickly 
over the softer color combination without irritation 
or fatigue. And, the psychological effects of softly 
tinted Apco Impact Coated Book and Cover cre- 


COATED 
BOOK 


Does wonders to improve these printed jobs 





* omg, APPLICATION DATA 


Steam Unit Ventilators 
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ate an entirely new, exciting dimension on the 
printed page. Instead of being a flat, passive media, 
the paper actively enters into the communication of 
thought. Greater, more sustained reader interest 
results. Sales resistance is easier to break down, 
paving the way to broader product acceptance, in- 
creased sales, and wider distribution in more markets. 


Learn More about this Sensational New Formula 


Find out more about the unique benefits offered 
by Apco Impact Coated Book and color-related 
“8 to 1” inks. Send for free 24-page illustrated book- 
let “Achievement in Increased Readership.” 


NOTE: If you'd like to see how the full color illus- 
trations above look on the other four colors of 
Apco’s IMPACT paper—plus a conventional process 
reproduction on white stock, for comparison pur- 
poses—we'll be glad to send them on. Simply re- 
quest on your business letterhead, please. 


THE APPLETON COATED PAPER COMPANY 


APPLETON, WISCONSIN 


RED. YELLOW. BLUE AND ‘8 TO! GREEN ON IMPACT MINT GREEN— BASIS 25x38—80 
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| ARTISTS, take a whiff... by using any one or all allow you to produce drawings with feeling and finish 
“of the 36 professional SPEEDBALL points .. . that earn immediate approval. Comprehensive letter- 


plus 4 steel brushes for large size lettering. Five ing charts on request for only 


‘styles provide any lettering combination... . eight cents in stamps. “SPEED BAl| 


€ HOWARD HUNT PEN COMPANY, CAMDEN 1, N. J. 














For your own pleasure . . . and when entertaining important clients 





NEW YORK’S MOST DISTINGUISHED RESTAURANT 
575 Park Avenue at 63rd Street 


Reservations suggested for lunch and dinner TEmpleton 8-6490. Open daily and Sunday 
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Design Studio 


INTERNATIONAL FLAVOR: This ad 
series for Cummins Diesel Interna. 
tional, Ltd., is directed at top manage- 
ment of European, Middle Eastern and 


African companies and _ institutions 
directly or indirectly concerned with 
the purchase and use of diesel power, 
srnorme A format was developed that permitted 


the use of many languages to cover 
the wide circulation of Time Atlantic, 
Graphics representing actual parts or 
functions of a Cummins diesel were 
selected. This allowed more powerful 
visuals and tied directly into the 
imagery of the ad. Black and white 
was determined to be the best method 
of expression due to the magazine 


format and color restrictions. De 
ans CUMMINS DIESEL INTERNATIONAL signer: Carl Regehr Design, Chicago. m , 
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FOR LETTERPRESS 


HI-ARTS 
ASHOKAN 
M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 
VELVETONE DULL 
ESOPUS TINTS 
ESOPUS TINTS COVER- 
BRISTOL 
ESOPUS POSTCARD 
SOFTONE 


FOR OFFSET 


HI-ARTS LITHO C.1S. 
ZENAGLOSS OFFSET C.2S. 


~ 
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SPRING! Fertility—new life and ideas—enterprise—expansion— 
flowers—colors . . . This is the time to heighten the exciting freshness of 
your printing by use of Cantine’s superb Coated Papers—made by the mill 
whose exceptional quality and service are the fruit of more than seventy 
years devoted exclusively to the coating of papers for fine letterpress and 
offset reproduction. Glossy and semi-dull finishes, white or tinted. Text, 
cover or card weights. Carried in stock or quickly made to specifications. 


uf This insert produced by offset on Zenagloss Cover 26x40-240M. 


ZENAGLOSS COVER C.2S. J 
LITHOGLOSS C.1S. 

CATSKILL LITHO C.1S. 

CATSKILL OFFSET C.2S. 

ESOPUS POSTCARD C.2S. 

ESOPUS TINTS 
ESOPUS TINTS COVER: 4 y} 
BRISTOL 
VELVETONE DULL C.2S. Mb YUGh Ky, Mp 


THE MARTIN CANTINE COMPANY, SAUGERTIES, N. Y. 


Since 1888 represented by leading paper merchants in principal cities 


















Kauai, Hawaii—Courtesy of Pan American World Aira 4 
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ENAGLOSS 


OFFSET COATED 


This dependable paper—the result of 70- plus years of experience in coating papers for 
fine lithography—has been and is a powerful factor in the effectiveness of modern offset 
printing. Cantine’s smooth, receptive litho coating readily takes ink at high speeds. Detail 
in black-and-white or color shows up with extraordinary fidelity. 














Popular also in letterpress when gloss inks or varnish are to be used, be- 
cause the special surface keeps the gloss from losing luster by penetration. 


Made in cover and book weights and sizes. Sold by leading merchants. 











ZENAGLOSS OFFSET COVER ZENAGLOSS OFFSET BOOK 
20x26 23x35 26x40 35x46 17'/2x22"/2 19x25 23x29 23x35 25x38 28x44 35x45 38x50 
60 186 240 56 70 98 119 140 182 232 280 
80 248 320 496 66 80 112 136 160 208 266 320 
100 310 400 620 200 
107 



























THE MARTIN CANTINE COMPANY, SAUGERTIES, N.Y. ° SPECIALISTS IN COATED PAPERS SINCE 1888 






VERMILION 


...and YELLOW, MEDIUM 
GREEN, LIGHT 
TURQUOISE BLUE, LIGHT 
match the other 
AAAA COLORS. 
















Fast drying ¢ Non-streaking 
Always fresh and ready-to-use 











34” x 4” Tube...45¢ each. 
Designers sets 26-7, 26-13, 26-26 
at your Artists’ Material Dealer. 
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- ARTISTS’ MATERIAL 







460 West 34th Street, N. Y. 1, N.Y. 








Handy Way to 
Own Your Own Copy 
PACKAGING DESIGN 


One year—6 issues—$9 







CREATIVE PRINTING 
THROUGH 


LITHOGRAPHY 










Please use the coupon below. 
2 ee 


Please enter my subscription to PRINT be- 
ginning with the next issue. 






2400 17TH STREET, N.W. 
WASHINGTON 9, D. C. 
DUpont 7-6800 
















[] 1 year — $6 [] 2 years — $10 
(regularly $9) (regularly $15) 
[] Payment enclosed [] Bill me 
RIGHT 
FR idiciorsicenSiveictnennvnnieniindsins ” anaibionouiie ON TIME... 
IN axis eiss Ccmlieaihacegbadaatts 
Address _. - 


a ll 


PRINT 
Circulation Department 
1519 Connecticut Avenue 

Washington 6, D. C. 


© 107 PRINT 











Design Studio 


SERIES OF SURPRISES: So that cus. 
tomers of the Union Oil Company 
could look forward to surprises in the 
mail this promotional direct mail cam. 
paign in a wide variety of colors 
arrangements, paper, types and tech. 
niques was undertaken. The series” 
ranges from a completely whimsical) 
design on lavender paper to a boli) 
message on bright orange. Typefaces F 
from old German letters to handlettered| 
sans serif. Designer: Abe Gurvin, Rich’ 
ard H. Woodward & Associates, Lo 
Angeles, Calif. 


DRAMA: A dramatic use of typography 
and photography attracts attention t 
this ad series for Houston Fearless 
Corporation. This one is colored re 
and gray with a solid clear block ¢ 
copy in sans serif in black at th 
bottom. Designer: Art Direction, Inc 
Los Angeles, California. 
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Well, shiver your tumbers! 


You’re looking at an Origami paper-fold whale reproduced here in vibrant life-like 
color. Nibroc Offset imparts this touch of reality because of its high-key whiteness and 
brightness and good opacity. 


Try making this whale yourself, instructions are on the back of this page. And 
while you’re having fun making it, note Nibroc Offset’s remarkable strength and 
dimensional] stability. 

Cartons, skids and rolls; customary sizes and weights. For samples and complete 
information write or wire Dept. PD, Brown Company, Boston, Massachusetts. 


There’s more life 1n NIBROC® OFFSET 











The ancient Japanese art of Origami (paper-folding) 
has been handed down for generations in the Orient. ti 
All objects are made by folding square pieces of paper. W 
We hope you will try this fascinating art with this piece 
of economical, free-sheet Nibroc Offset. 

If you would like copies of this series sent to you, 
write BROWN COMPANY (Paper Division). 


Another Quality Product of 


BROWN +3 COMPANY 
150 Causeway Street, Boston 14, Mass. | 
Mills: Berlin and Gorham, N.H. | 


Tear out page on perforation and trim area exactly square before folding. 


ORIGAMI INSTRUCTIONS — WHALE 


Fold the printed square of paper along BE and BF so that 
edges BA and BC meet at center line BD (Figs. 1 & 2). Fold 
along GD and HD (Fig. 2) so that ED and FD meet at center line 
BD (Fig. 3). Pull out corners A and C so that they meet at cen 
ter line BD (Fig. 4). Fold back along MN and OP sothat GandH 





























meet at center line on the other side (Fig. 5). Fold in half along | 

BD to make the body (Fig. 6). To make the fins, fold at QR, “ TT t x 
bringing corner C downward and away from the body (Fig. 6) < — 
Do the same for the other side. To make the tail, fold back 4 PE IS P 

along ST (Fig. 6). Make a slit at UD and open D1 and D2 at | 








VU (Fig. 7). Cut off point B at XY (Fig. 6). Tuck in at point X to 
complete whale. 



























While doing the previous issue of Print, 
“Report on European Design,” we nat- 
urally browsed through a number of Eu- 
ropean consumer publications. We 
noted that many of the advertisements 
were those of American companies. 
Curiosity aroused, we went to some 
popular American publications that 
were issued around the same time to 
see if the same national advertisers 
differed in either their design or mar- 
keting approaches. We observed both 
similarities and differences not only be- 
tween American and European adver- 
tising, but within the European coun- 
tries themselves. They are shown here 
with some brief notations. 





rab 
Se ee ee S 
pepe ey ey ae 


113 





A Contrast 


augurate buon Natale 


# 
regalate 5 Z V1 


il capolavoro delle macchine per cucire 


con un dono capolavoro 


O] 


automatica 


Singer 401 automatica é la macchina che maugura 
una nuova era del cucito, la macchina piu completa 
e perfetta the sia mai stata creata, il tapolavoro con 
ben dodici esclusivita tecniche mondiali. 


U buon Natale 
auguratelo con una Singer 401 automatica, la mac- 
china per cucire che assicura pin vantaggi, il dono 
prezioso ed entusiasmante che ogni donna sogna di 
avere nella sua casa! 





% Un marchic di fabbrica di’ The Singer Mfg. Co 


ca Lat Nativita (particolare) Galleria Nazionale, Londra 
ft 






set 


CLIENT: Singer 

ITALIAN: Grazia 

AMERICAN: Woman's Day 

In America the woman who sews at 
home is beautiful, talented and sophis- 
ticated. The Italian ad uses fine art to 
attract the housewife. 
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A CAR 

ISA 
MUST 
IN EUROPE! 






vetture sportive  quatiro comod: post: 
on ree sincronizzate @ retromarcia 





OSI9 and 119-6 Passengers A  ciovenn mn ent soiled ei 


N CLIENT: Citroen, Alfa Romeo 


ITALIAN: Grazia, Pirelli 

SWISS: Du 

AMERICAN: Theatre Arts 

An abstract approach with line draw- 
ings and emphasis on the product's 
performance is the Swiss treatment. In 
America the selling point is a trip to 
Europe, using the authentic photos. 





CITROI 


THE WORLD'S MOST COMFORTABLE CAR! 


SrkrIon wacon-8 Passengers Some 





Note the absence of logo in American : 
ad. Another auto advertiser uses the 
family approach with a flair in one 
Italian ad and a dramatic type and line 
SPEEDS OVER 90 MPH » UP TO 34 MPG + 123” WHEELBASE - 58 PassENcers- Combination in another. 
RECLINING SEATS + DISC BRAKES + FRONT WHEEL DRIVE... AND AIR-OIL SUSPENSION F 


“or complete information, FREE Overseas Delivery Brochure, and 
yame of your nearest Citroen Dealer, mail this coupon. 


CITROEN CARS CORPORATION (Dept. TA-12) Direct Factory Branches 
1W NEW YORK, . ¥.—121 W. SOth Street IM BEVERLY HILLS, CALIF.8623 Wilshire Bive 
Factory Direct European Delivery Plans, Brochures, and name of my nearest Citroen Dealer 


MY NAME IS 


| 
| 
Gentiemen Please send me 
| 
1 
ADDRESS 
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Linweave papers give 
you color and texture 
to start with 


The right paper can bring new dimensions to your design. . . 
can add subtleties of color and texture impossible to achieve 
with inks. But you can’t realize the full possibilities of the 
printed piece unless you work with LINWEAVE as you create 
the design. Start with the paper you print on! You'll like the 
way LINWEAVE helps you achieve the effect you're after. 


Start your next 
job on one of 
these Linweave 


quality papers: 


Text and Specialty Papers 


Linweave Della Robbia® — 25% Rag 
Linweave® Early American 

Linweave Text® 

Linweave® Spectra 

Linweave Capri® 

Linweave Town Crier Text® 


Weddings, Vellums and Bristols 


Linweave® 100% Rag Parchment 

Linweave Brentwood® Vellum — 100% Rag 
Linweave® Drexel® Vellum — 25% Rag 
Linweave® Bridal Vellum 

Linweave Chateau® Brilliant 

Linweave Chateau® Vellum 


Bonds and Writings 


Linweave Coldstream® — 100% Rag 
Linweave Fine Letter® — 25% Rag 


This piece was printed offset on a 
14” x 20” ATF-Chief 20 1-color press, 
2 up, 4,000 impressions per hour, using 
quick-drying ink. Colors were applied in 
the following sequence: Lavender, green, 
blue, black. Stock is Linweave Spectra, 
Ivory, 26 x 40 — 160 (320M). 


® 


QUALITY PAPERS /ENVELOPES TO MATCH 


Springfield 2, Massachusetts 





Materials 
Methods 


231% 
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Wene?-90 ine COP 
MORGAN PREM, Woend Type bapptemen Ne |, Page 15 


WOOD TYPE COLLECTION: A 16-page 
supplement offers samplings of addi- 
tional wood types. Over 50 fonts are 
included, ranging in size from four 
line up to 25 line. Included are ex- 
amples of two-color fonts. 

Morgan Press 

PEDAL RE DEL NRE BIR 9 ALTE TNE LENS ERR AI 8 
TABLE MODEL DIAZO WHITEPRINTER: 
A new table model dry diazo white- 
printer called Starlet 60. Unit is de- 
scribed as one of the fastest table 
model copying machines available, op- 
erating at speeds as high as 55 linear 
feet per minute. Exposure lamp is a 
60 watt/inch mercury arc. The devel- 
oper section features a full-strength 
ammoniz developer system automatic- 
ally fed by a solenoid pump. This 
machine can handle practically all 
office-size originals and small or me- 
dium size engineering drawings. Par- 
ago Revolute Division of Charles 
Bruning Co. 

MTT et EERIE ES A AEE FETE DEO AES 
MEASURING TAPE: This line of pre- 
cision measuring tapes is made in 
England, and comes in top grade 
leather tooled case with a precision re- 
wind mechanism. Special features in- 
clude a plastic coating that protects 
the finish and markings permanently 
against wear and scuffing. The off- 
white glare-proof tape finish makes 
for easier reading. Descriptive literature 
available from Koh-i-noor. 

POLAR NT ELT ERNE ANTES PAI IIE, 
NEW EDITION OF TYPE FACES: Scores 
of new wanted type faces are presented 
in the new edition of “Type Faces,” 
the typographer’s one-line specimen 
book which has just been published 
and is now being distributed by Com- 
posing Room. This thirteenth edition’s 
cover design is done by Aaron Burns, 
Director of Design and Typography. 
Among the new faces are the Egizio 
family, the full Microgramma series, 
Consort Condensed, Consort Bold Con- 
densed, Craw Modern and Craw Modern 
Bold. 

The Composing Room Inc. 





In my opinion 


Frequently, Print publishes special 
issues such as European Design, the 
Aspen Conference, Paper and Corporate 
Identity. There is no theme as such 
in this ssue. It is general. The con- 
tents, widely divergent, include articles 
about Saul Bass, Sudler, Hennessey & 
Lubalin, Olin Mathieson’s new trade 
mark, subsidization and the arts and 
commerical trick photography. The fac- 
tor common to all of these features 
is Communication. In a broad sense, 
this too could be considered a special 
issue. It is in this context that | 
especially enjoyed designing this issue. 
As one who is involved in communi- 
cation, it gave me the opportunity to 
see, in a cumulative way, the work of 
many designers whose work | like very 
much. 

1 would like to be more specific 
regarding the work of Saul Bass. There 
were such quantities of work to choose 
from, all of it of such inspired calibre, 
that it was indeed a task to hold it 
to the required twelve pages. Frankly, 
very little editorial judgment was 
needed, for one could hardly go wrong 
with any choice of selections. The 
constancy of Saul Bass’ design is 
over-powering, and the true significance 
is that it communicates on a lay level 
as well as a professional one. | believe 
the basic reason for Bass’ constancy 
is a consequence of his natural ability 
to “feel communication.” His percep- 
tion towards communication is not 
peripheral. It cuts straight through to 
the core. Saul Bass possesses a total 


understanding of the idioms in which 
he works, and within this framework 
utilizes his sense of design and craft, 
which is practically faultless. In other 
words, the vitality of his communica- 
tion is dependent first upon the idea, 
and then upon the method he adapts 
in order to convey that idea. 

This is a creative process of ap- 
proach that isn’t only unique to gra- 
phics or the visual arts. It is funda- 
mental in every communicative con- 
text. 

Communication is many things. It’s 
the shrug of a shoulder, the clasp 
of hands, the shake of a finger and the 
stomping of feet. A wink, a whistle, 
an almost inaudible sigh or a resound- 
ing hallelujah definatively express the 
human processes of feeling and think- 
ing. These are signals of communi- 
cation, transmitted or received. Your 
signals, or his, are constantly on the 
move, bombarding and challenging the 
sensory capacities of people, and 
creating criteria. 

The explosion of a deKooning brush 
stroke, the dynamic peace in a Mies 
curtain wall, the wail of a baby, or 
the high-whine of a full-race Ferrari 
is communication. It’s that dynamic 
symbology of Churchill’s hand held 
aloft, with the fingers forming that 
famous “V” for victory, also, two hearts 
entwined, carved indelibly into the 
trunk of a tree, speaking out: 

“This is what | think ... This is how 
| feel.” 

Communication is commitment. Com- 





mitment is the sine qua non of com. 
munication. It is contact. 
Buildings, books, poems and paint. 
ings ... sports, plays and songs... 
jazz and classics, ad_ infinitum, ” 
idioms of human expression. Intrinsic 
to them are the potentialities for | 
deeper, more meaningful creative ex | 
change . . . and today, more than ever | 
before, exchange is vital to all of us |) 
For life’s step quickens, time and {|i 
space contract, and the human situe |i 
tion (always difficult at best) becomes | 
increasingly complex. Our new proxi . 
mity to one another is magnified and 
the fundamental differences we may 
have, become even more apparent 
Reluctance, apprehension and uncer 
tainty in communication are prognostic 
of world conditions. In our worlds 
continuum, communication is the co 
mon denominator, and it is our fr 
sponsibility to help raise its’ criteria, 
Rudolph de Harak 































Graphic Publishing Co., Inc. 


is proud to have The Four 
Color Process Guide included 
by the American Institute 
of Graphic Arts as one of the 
fifty best books of the year. 
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In creating this “major breakthrough in the use and specification 
of color,” Collier Photo Engraving acknowledges the invaluable 
assistance of Lou Dorfsman with Harry and Marion Zelenko for 
design and styling; The Composing Room, Inc. for typesetting; 
Bragaw Hill, Inc. for printing and Sloves Mechanical Binding Co., 
Inc. for binding. Black and White Enamel by Mead Papers, Inc. 
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PHOTOMECHANICAL TONE LINE BY EDS TAN 75 WEST 45 ST CIRCLE 5-6781 N.Y. 
Oke yi ; * 


Designed by....Paul Savitt Studio 

For their client. .Remington Rand Systems 
Art Director..... Martin Goldman 
Photographer... .Tony Venti 
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8 East 52 St New York 























